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NEW YORK’S LARGEST FILM STUDIOS 
35-11 THIRTY-FIFTH AVENUE, LONG ISLAND CITY, N. Y. 
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The company’s best salesman ... the president ... calls with 
every salesman who is equipped with sound movies and the 































PROJECTOR 


OT ONLY the president, but also the sales- 
manager, the research head, key workmen 
—even a few of the company’s star customers— 
can accompany salesmen to make calls that make 
sales. With sound movies, the whole sales story can 
be told vividly, interestingly, and convincingly. 


TWO RULES FOR SUCCESSFUL BUSINESS FILMS 


To insure putting every ounce of sales punch into 
your commercial talkie, secure the aid of a sea- 
soned industrial film producer. 


Then, insure getting the most out of your film 
by making a careful choice of projection equip- 
ment. Select on results! Remember, the very best 
projection equipment represents only a fraction 
of your motion picture dollar. 

Remember your salesmen. Select easy-to-operate 
projectors that will guarantee smooth, uninter- 
rupted presentations. 


Remember your company. Select projectors with 
a self-evident quality of appearance that will im- 


FAVORITE PROJECTOR FOR INDUSTRIAL FILMS 


Single-case Filmosound 138, as shown, is preferred for the show- 
monlike presentaticns which it affords in salesrooms, showrooms, 
hotel rooms, or moderate-sized auditoriums. A new, doubly-power- 
ful amplifier greatly extends the use of this compac! projector for 
even larger audiences. 





press the gathering audience with the importance 
which you place on the proper presentation of 
your film. 

Remember your audience. Select theater-quality 
projectors that will transmit every detail from 
film to screen in beautiful, brilliant pictures ac- 
companied by crystal-clear reproduction of voice 
and music. 

FILMOSOUND Projectors have been chosen to 
project the screen stories of Chrysler, Ford, 
General Motors, Goodyear, Purina Mills, House- 
hold Finance, Cunard, and hundreds of others. 
Because of their performance, Filmosounds are 
preferred by these experienced industrial film 
users, just as the Bell & Howell studio equipment 
has been preferred by Hollywood for more than 
thirty years. 

Write for Filmosound catalog. Bell & Howell 
Company, Chicago, New York, Hollywood, 
London. Established 1907. 


COMPLETE STORY OF INDUSTRIAL FILMS CONDENSED 
INTO A 36-PAGE NUTSHELL 

Interesting booklet—Showmanship, Today's Formula for Sell- 

ing is a crystallized story of modern industrial talkies. How 


others use them. How to prepare and present an effective 
sales film. We shall be glad to send you a copy upon request. 


SEND FOR FILMOSOUND CATALOG 
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{ BELL & HOWELL COMPANY as 6-38 ; 
i 1808 Larchmont Avenue, Chicago, Illinois « 
g Please send full information on (_) Filmo- 1 
g sound Projectors, ( ) Silent Filmo Pro- i 
4 iectors. Also (  ) send special book, i 
y Showmanship, Today's Formula for Selling 1 
i i 
8 Name i 
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i Company i 
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All enclosed 


DURING OPERATION 


VICTOR ... Manufacturer of the WORLD'S MOST WIDELY USED 
16MM SOUND PROJECTORS .. . has devoted over two years to 


developing a unique new ANIMATOPHONE that literally answers the 
commercial traveler's “prayer” for a smaller, more compact, more con- 
venient QUALITY Sound Motion Picture Projector! 


MODEL 33 ANIMATOPHONE has everything that it takes to make it 
easier for industrial and commercial users to more profitably employ 
the greatest of all modern sales tools . . . . For carrying, it assembles 
into one small, compact unit, YET IS ENTIRELY ENCLOSED DURING 
OPERATION. 


A standard feature of Model 33 is the famous PATENTED Auto- 
matic Film Protection Device that has saved untold thousands 
of dollars worth of film for other VICTOR users! "Film Protec- 
tion that Really Protects,” is positively exclusive with VICTOR! 


Fidelity of tone and the crisp clarity of Model 33's rendition, 
insure SOUND REPRODUCTION that is pleasing, natural and 
wholly understandable. Its brilliant, flickerless projection (at 
both silent and sound speeds) does full justice to the finest 
photographic quality. 


A SMALL, HANDY MICROPHONE may be plugged into 33's ampli- 
fier, thus providing “loud speaker" facilities for sales talks, 
announcements, comments and demonstration ‘“‘spiels." 


A COMPACT PHONO-RECORD TURNTABLE [with or without record 
changer) also plugs into the 33 to provide musical background 
for silent films, or entertainment during reel changes, banquets, 
etc. 


Model 33 accommodates up to 1600 feet of film... 
has sufficient volume for audiences of 300 or less .. .« 
plugs into any A.C. outlet (50-60 cycle, 90-125 volts). 
25-50-60 cycle and A.C-D.C. models can also be supplied. 
There are other models of the Animatophone for every 
purse and purpose. Write for literature. Demonstra- 
tions—without obligation—will be gladly arranged. 


VICTOR. ANIMATOGRAPH 


CHICAGO ¢ LOS ANGELE'S 


2 


 DAVENPORT-IOWA 


Model 33 assembles into one small com- 
pact unit. Removable top of case houses 
reel arms, reel and attachment cord. 
Speaker in baffle case is easily detached. 
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* Hundreds of miles away this 
afternoon—but his wife won’t be husbandless and 
lonely tonight! He'll come home rested and re- 
freshed—the modern way! Relaxing, reading, smok- 
ing in a luxurious Flagship, flying serenely over dust 
and noise—saving travel hours for the pleasures 
of his home. 

American Airlines’ convenient schedules between 
major cities give travelers more nights at home, free- 
dom from tedious days and nights on the road. Rest- 
ful comfort enroute keeps them more efficient, more 
alert and more alive to the joys of living—takes the 
fatigue out of travel. 

Wherever you're going—whenever you're going 
—let Flagships give you extra hours where you 
want to spend them. Daily flights between important 
cities—and luxury Skysleepers over the Southern 
All-Year Route from coast to coast. And fares are 
surprisingly low. Meals are complimentary—and 
you save 10% on round-trip flights. 


AMERICAN. AIRLINES 1s 
SYSTEM MAF 
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Ask Your Travel Agent or: 


Flagships are Air Conditioned at Terminal Airports 
and Kept Cool by Nature in Flight 


T H E AMERICAN S TAN DAR D S E 
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IN THIS LEAGUE, 


Wilding Sound Motion Pictures and Sound Slide Films MAKE A HIT 
EVERY TIME! Each member of the Wilding Merchandising-Creative and 
Production Staff is a hard-hitting “Regular” with many years of experi- 
ence in the Big League of American Business. Sizzling hits zoom 

to every corner of the country from a staff especially equipped to 


produce them. e 


HITS mean SCORES and SCORES mean ATTENDANCE in any 
man's ball yard. The largest yearly attendance at any base- 
ball park in America will be less than half the attendance 
resulting from just ONE Sound Motion Picture produced 
by Wilding for a nationally known advertiser.* 
¢ 
Another nationally known advertiser couldn't get to 
first base in selling on applionce to its dealer organiza- 
tion. A new message, dramatized in film, so changed 
the batting style, stance and stride of the campaign 
that the product came out of its slump! Within 30 days sales 
increased almost 200% over the rate prior to the showing of 
the Picture. Furthermore, the sales curve clung to the new level for 
seven months following the first showings. Sales are still running 
150% above the level of last year at this time. A Wilding Picture 
went to bat 225 TIMES at Dealer Meetings—Result: 225 HITS.* 
a 
Possibly you are faced with a merchandising angle that is doing 
tricks with a sales curve. Get in touch with Wilding now ... allow 


this producer to demonstrate his ability to step up to your sales 


cs 


curve and bat out the kind of a Hit that will 
start your Sales Department cheering! Always a 


Hit... No errors... And no one left on base! 


” 


*Upon your request we not only will be pleased to fur- 
nish you with names and case histories of these and 
other Hits but, by appointment, will be glad to demon- 
strate Sound Pictures, Motion and Slide, in our Screening 
Rooms in New York, Cleveland, Detroit, Chicago, San 
Francisco and Hollywood. YOU BE THE UMPIRE! 


WILDING PICTURE PRODUCTIONS, INC. 


NEW YORK « CLEVELAND « DETROIT *« CHICAGO « SAN FRANCISCO « HOLLYWOOD 
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@ “The most perfect way of putting ideas into 
men’s heads that ever came into selling” is the 
definition given by one national sales execu- 
tive* for the useful purpose of the sound slide 
film and the sound motion picture. In a recent 
presentation of its “mass selling” program to 
dealers, an automobile company calls attention 
to the 169,603 showings of its 89 films to a total 
attendance of 132,278,912 persons! In 53 cities 
last month, the national sales organization of 
another automobile maker brought to its deal- 
ers’ attention the extensive use of motion pic- 
tures contemplated in its forthcoming sales 
campaign. At the same time, literally hundreds 
of comparatively smaller concerns were dis- 


covering the many successful applications of 





sound slide films and motion pictures to their 


own dealer problems, to the training of their 
salesmen and for the perfect demonstration of 
their goods and the methods of manufacture. 
@ Contrary to the Hollywood legend, business 
is getting the important idea that these media 
are not expensive; that both the slide film and 
the motion picture may be downright economi- 
cal because, in many cases for the first time, the 
sales and dealer job is being done completely 
and, therefore, done right! The simplicity and 
economy of the slide film has made it possible 
for the very smallest organization to enjoy 
the fruits of the convincing power of sight and 
sound selling. The superb realism of the sound 


motion picture is the perfect answer to the con- 





MOTION PICTURES AND SLIDE FILMS 
OPEN NEW FIELDS OF SELLING 


fusion and complexity of the business structure. 
@ A reflection of the amazing possibilities still 
being discovered in these fields is contained in 
each succeeding number of Business Screen. 
National advertising and sales authorities con- 
tribute to its pages: industrial designers and 
skilled film technicians supply invaluable re- 
search material. And throughout its pages is 
maintained a spirit of service to the reader 

which goes bevond mere type — into the fune- 
tions of the several service departments which 
Business Screen maintains without obligation 
for the advice and guidance of present and po- 


tential users of slide films and motion pictures. 


*R. C. Grant, vice-president, General Motors Corporation 














16 mm. SOUND 
RECORDING SYSTEM 


A PROFESSIONAL 16mm. DOUBLE-SYSTEM 
SOUND RECORDING EQUIPMENT FOR INDUS- 
TRIAL AND EDUCATIONAL TALKING PICTURES. 


ALL A. C. OPERATION 
EXACT SYNCHRONIZATION 
RELIABLE COMPLETE 


READY TO OPERATE WITH 
YOUR SYNCHRONOUS MOTOR 
DRIVEN CAMERA 


1985°° 
IMMEDIATE DELIVERY 
DEMONSTRATION REEL AVAILABLE 


me BERNDT-MAURER cone. 


117 East 24th Street * New York City 











Extra Effort 
and Care... 


in 16 mm. sound-film 
release printing from 
35 mm. or 16 mm. 
negatives results in a 
Business Film presen- 
tation of outstanding 
technical excellence. 


FILM LABORATORIES 


A DIVISION OF BERNDT-MAURER CORP. 
21 WEST 46th ST. + NEW YORK CITY 











CAMERA EYE 


SIGNIFICANT TRENDS: Major automobile com- 
panies this month reaffirmed importance of 
sound motion picture and slide film promotion. 
New films released by Plymouth were cheered 
at 51 dealer assemblies throughout the country 
as the features of the 1939 models were 
screened. The first sequences in Cosmocolor 
were included in the new Plmouth films. 
Chevrolet blanketed its dealer field with a 
“mass selling” edition of the Dealer News 
which called attention to its 89 productions 
which have been shown to 169,603 audiences 
or a total attendance of 132,278,912 persons! 
Chicago’s largest automotive retail trade 
gathering of the year, numbering more than 
5,000 specialists, dealers and garagemen. Eight 
reels of sound motion pictures, the “1938 
Eveready Prestone Anti-Freeze Review” were 
shown in this, the most elaborate of the 750 
such gatherings which the National Carbon 
Company is sponsoring throughout the coun- 
try. In this program a humorous animated 
cartoon, a sound camera tour of the big plant 
in Virginia; an engineering film combining ani- 
mated mechanical drawings and pictures and 
a prologue reel dramatizing the use of Prestone 
by the Thaw motor safari over Africa are all 
combined to make the eight reel show! 


New Business: The Waldorf-Astoria hotel, 
New York City, has offered to produce a sound 
movie on hotel front office practice which will 
be distributed to hotels throughout the coun- 
try by the membership of the Hotel Greeters of 
America. The National Professional Baseball 
League has a new historical film in the cutting- 
room stage, produced in cooperation with ad- 
vertising sponsors. Something ought to bé done 
about a picture for the pro footballers and 
probably will. Red Grange and Pure Oil are ex- 
perimenting with a college football subject for 
dealer distribution only. There’s been too little 
material available on the subject of heating the 
household for direct consumer consumption 
through clubs, etc. Probably because fuel sell- 
ing is a localized affair except in the oil burner 
and coal stoker field. Now that the “war” is 
over, we predict a wave of contract-signing for 
important commercial film productions which 
have been postponed — when, as and if. . 
check the New York’s World’s Fair on those 
contracts for individual exhibitors within 
buildings . . . same psychology there. 

Srupio Arrairs: Eastern Service Studios busy 
on fall productions . .. Audio has delivered Cool 
Heads to du Pont for Zerone dealer promotion 
... Guilty or Not Guilty, sponsored by the 
Ethyl! Gasoline Corporation was also wrapped 





NEWS AND COMMENT 
OF THE STUDIOS 


up for the dealer field last month. Both ab- 
solute clicks. Caravel has a winner in Amer- 
ican Can’s Jerry Pulls the Strings, keystone in 
the national coffee promotion campaign now 
on. The 1938 Eveready Review was staged 
and screened by West Coast. Bill Ganz’ shoe 
production for Melville is cutting a wide swath 
on the club circuit. Those additional 1500 show- 
ings which Hiram Walker ordered for its movie 
through Modern will set real audience records. 
The Wisconsin Bankers are having Ray-Bell 
do some pioneering in this field for them; a new 
picture is in the making. American Airlines will 
have something to announce pretty soon. 
Wirn THE Inventors: There are a dozen Ein- 
steins at work on those super-continuous pro- 
jectors (with perpetual motion and Techni- 
color probably) and one or more of them is 
going to come up with the goods yet. Satisfac- 
tory 16mm. continuous units are available 
through various manufacturers but the con- 
tinuous slide film strip and various other per- 
fections of color screening, etc. are keeping the 
lads up nights. Advertising Projectors and 
West Coast out of New York City and Ampro 
and Bell & Howell in Chicago cover the na- 
tional field with good 16mm. silent motion pic- 
ture units, 

Speaking of continuous units, the Radio City 
exhibit rooms of the Socony-Vacuum people 
attract thousands of visitors each day to an 
advertising-educational exhibit of the com- 
pany’s products. The feature of this show — 
seen by an average of 6,000 persons daily — is 
those continuous units around which the 
crowds gather. The exhibit manager reports 
few breaks and top-notch interest in the films. 
GALLERY OF Horrors: This department has 
the makings of a book. A very big book, say 
about the size of the Encyclopedia Brittanica, 
and loaded with “stills” from the “flop” indus- 
trial movies and slide films which would crowd 
its pages. Reserve a section for those short com- 
mercial subjects being produced for the local 
butcher, baker and candlestickmaker trade by 
some of the “boys” along Hollywood Boule- 
vard, Broadway and Wabash Avenue in those 
respective film centers. 

* * ~ 
* The contract of C. King Charney with C. 
King Charney, Incorporated, distributors of 
Agfa Motion Picture Films, the expiration date 
of which was October 15, 1938, has been amica- 
bly terminated. 

The name of C. King Charney, Incorporated, 
will be changed to Agfa Raw Film Corporation, 
and the company will continue its business at 
its present quarters in Hollywood. 
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-eea good film is known 
by the MERCHANDISE it sells 








PROOF 


If you want proof that Caravel 


Pictures get results, check with 


American Can Company 
Atlantic Refining Company, Inc. 
Wallace Barnes Company 
Beck, Koller & Company 
Bethlehem Steel Company 
Black & Decker Manufacturing Company 
Calco Chemical Company, Inc. 

S. H. Camp & Company 
Cluett, Peabody & Company, Inc. 
Congoleum-Nairn, Inc. 

Davis & Geck, Inc. 
Dictaphone Sales Corporation 
Eastman Kodak Company 
Goodall Company (Palm Beach Suits) 
The B. F. Goodrich Company 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
National Biscuit Company 
National Distillers Products Corporation 
National Lead Company 
Raybestos-Manhattan, Inc. 
Socony-Vacuum Oil Company, Inc. 
E. R. Squibb & Sons 
Talon, Inc. 

U.S. Industrial Alcohol Company 


OR ANY OTHER CARAVEL CLIENT 
















H°” many customers and prospects does it take 
to justify a picture? And make it pay? 


We know of one instance where a Caravel picture, 
shown to a single prospect, switched a $12,000 con- 
tract —after it had been awarded (though not deliv- 
ered) to a competing company. 





On the other hand, we venture the opinion that 
out of some twenty odd million motorists in the 
United States there's hardly an owner who sooner or 
later doesn't get better service —buy more oil, tires, 
accessories —because of dealer-educational and fran- 


chise-building programs produced by Caravel. 


So, too, when Mr. and Mrs. Consumer are in the 
market for certain food products, drug items, wear- 
ing apparel, articles for home consumption, their 
purchases —in thousands of cases —are directly in- 
fluenced by Caravel dealer and consumer programs. 


When Caravel film programs lead to increased 
sales repeatedly, maybe it's only a coincidence. But 
the fact that we produce pictures for the same clients 
year after year suggests a different explanation. 
Worth investigating? Others have found it so. 











CARAVEL FILMS 


INCORPORATED 
New York ¢ 730 Fifth Avenue e Tel. CIrcle 7-6112 
Chicago e Tribune Tower ¢ Tel. SUPerior 3422 





















FILM FORUM 


READERS ARE INVITED TO ADDRESS 


@ Editor's Note: To the hundreds of new 
readers of Business Screen who have acknowl- 
edged their interest and appreciation of our 
efforts, the editors extend this note of thanks. 
Since this department is solemnly dedicated to 
letters of inquiry and to the service function, 
we can hardly say more and stay within the 
bounds of modesty. 


Editor, Business Screen 
Thanks for the copies ol your 
publication “Business Screen” which have now been re 
viewed. Since our main media is the slide film we believe 
that we would be justified in relating to you our experience 
with this type of training 
Our slide films are not made for public relations, but are 
confined strictly to the training of salesmen, announcing 
programs to dealers and providing service instruction. We 
have been using this medium for the past four or five years 
and have found no adequate substitute. Over 5,000 of our 
dealers are equipped with slide film projectors and receive 
all releases as scheduled. In this way a very high percentage 
of our dealer organization receives exactly the same story 
We are assured that the presentation is identical in every 
case and the story, of course, is picturized 
We believe that the most effective release in our history 
was a kit of sales training records released last winter. Each 
dealer who used the slide film service received a case in 
which were eight 12” records. The case was constructed so 
that the lid held the eight film cans. The eight records and 
films provided an adequate training in the fundamentals 
of selling automobiles. Each subject was covered on one 
side of a record, which made it possible for a dealer to con 
duct the 10 minute meeting in the morning, follow up the 
slide film with a 10 minute discussion on the subject, and 
perhaps take another 10 minutes to cover general routine 
In this way it was possible for him to have a snappy half 
hour sales meeting in the morning and at the same time 
have it highly instructive. Four records covered the prod 
uct and the other four covered selling procedure. In this 
way, eight points on the construction of the car were pre- 
sented, and eight steps on selling procedure were covered 
Hundreds of letters from dealers seemed to indicate that 
this type of release was being well received. Trusting this 
information will be of some assistance to you, we are, 
Yours very truly, 
Ford Motor Company 
E. M. Chamberlin 


General Sales Department 


Ford’s able sponsorship of all types of film sub- 
jects and their pronounced success, suggests 
an interesting varn on this subject. 


WANTS TRUCK SAFETY FILMS 
Editor, Business Sereen 
The National Safety Council, Chi- 
cago, has referred us to you regarding sound safety films 
dealing with long haul trucks or commercial vehicles 
We have been using for the past year a film entitled, 
“The Truck and the Driver” produced by Welsh Studios of 
Phiiadelphia and have had good results from it, but we are 
in need of some new material 
We would appreciate your advising us whether or not 
you have a film 16mm. size available to answer our needs 
Yours very truly, 
H. O. Me Shan 


Motor Carrier Insurance Agency 
The first installment of a new safety film survey 
appears in this issue. It has been prepared in 
cooperation with several safety organizations. 


DEPARTMENT STORES SURVEYED 
Editor Business Screen: 
In a recent release by the Business 

Journalists we note that you have produced a special eight 
page section on “how to use films in business.” Included in 
the excerpts is a commentary on how some department 
stores have already used these films to advantage 

We operate a chain of small department stores and are 





A PAGE OF LETTERS 
FROM OUR READERS 


INQUIRY TO THIS PAGE 


wondering what might be available for our use. Kindly 
refer this inquiry to your associates in the industry, re- 
questing that they send us all the data available. 
We will appreciate your cooperation in this matter. 
Norman W. Raies 
Sales Promotion Manager 
Koppers Stores 


To the potential user of films in this field, the 
specialized retail store service of Audivision; 
the sales-education films of Modern Talking 
Pictures and other special subjects are recom- 
mended. 


SALES TRAINING LIBRARY 


Mr. H. E. Daviston 
Bismarck, South Dakota 

We were very much interested 
in your letter which appeared in the “Film Forum” section 
of the current issue of Business Screen lamenting the fact 
that you were unable to find an organization distributing 
sales training films. When you concluded with, “Can you 
tell me if such material is available and where it may be 
obtained?” we felt that you ought to know about Modern. 

Sales training picture distribution, on a nation-wide 
basis, has always been a vital part of Modern’s business. 
Available now on a rental plan are the two talking motion 
pictures and three sound slide films produced by those emi- 
nent professors of sales training, Richard C. Borden and 
Alvin C. Busse. So great was the demand for their personal 
appearance to train salesmen of large organizations that 
Professors Borden and Busse have made their services 
available through motion pictures and sound slide films. 

In addition to the above, Modern Talking Picture 
Service, Inc. has just obtained exclusive distribution rights 
to “Word Magic”, a picture demonstrating the “tested 
selling” points of Elmer Wheeler, the much talked about, 
much read about man who has won fame and success by 
creating sentences that sell. 

Another attraction is the MacVeagh foremen’s training 
course ——a group of six sound slide films which have 
special appeal in industrial organizations because of the 
honest, down-to-earth fashion in which they are presented. 

All these pictures and sound slide films are available on 
a rental basis through Modern. Modern will be glad to 
provide in addition to the films complete projection facili- 
ties —- operator, equipment, screen. 

In order to make it easier for you to visualize the purpose 
of each film, we suggest that you drop us a line at 9 Rocke- 
feller Plaza, New York, New York, and we will forward 
you some descriptive literature on each picture. 

Sincerely yours, 

F. H. Arlinghaus 

President, 

Modern Talking Picture Service 


Reader Daviston is thus answered by Modern’s 
able director. Since the letter was typical of a 





COMING EVENTS! 
of interest to our readers 


Issue No. 4 
Published on November Fifth! 


Special articles on the Medical Film Field; De- 

partment Stores-2; Color-2; Travel and the Film. 

Another special section of Film Review; Equip- 
ment News & Reviews 


Issue No.5 
Published on December Fifth! 


Annual Survey Number with a complete direc- 
tory of all national film concerns; annual library 
directory of all sponsored films now in circula- 
tion; equipment directory and national classified 
section on laboratories and producing concerns 
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number received, the answer will suffice for the 
entire number. Thank you, Mr. Arlinghaus. 


RELATES COLOR EXPERIENCES 
Editor of Business Screen: 

Your Exhibit Edition just came 
to me last night and it has a thought-stimulating quality 
I like in the things I read. If my thoughts are of editorial 
value to you, you are free to use them in their original 
form or butchered to suit yourself. 

Two years ago, while visiting a Tulip Trial Grounds in 
a nearby city, with another seedsman friend, we both took 
a few pictures. My friend’s were with 35mm Kodachrome 
and mine were in black and white of the same size. His 
shutter ceased to function and because he knew I had 
never tried Kodachrome, he asked me to finish my film 
and try a roll of Kodachrome he had beyond his needs of 
that day. 

With the help of his Weston meter and my little Argus, 
with which I was not at all familiar because it was my first 
day with it, I obtained fifteen pictures good enough to use 
as slides and which, incidentally, have been shown on the 
screen to a good many hundreds of garden club members 
who have asked us to deliver garden lectures, 

Right there I went off the deep end and in our own 
Tulip Trial Grounds in Cleveland, where we have in bloom 
more than four hundred different varieties of Tulips each 
spring, with a total planting of more than 10,000 bulbs, I 
started to shoot with 35mm Kodachrome in earnest. The 
results were shown to friends engaged as I am in the seed 
and bulb business and as a result, I now have a little pri- 
vate group, three members of which are in California, two 
in Chicago, one in Detroit, one in Cleveland and one in 
Columbus who are using these little slides to further their 
business and pronouncing them the best new tool for selling 
that the seed business has seen in a long, long time. 

You can imagine my surprise and pleasure, when in June 
a year ago, while presiding at the 57th annual convention 
of the American Seed Trade Association, I was presented 
with a complete Leica outfit. And since then, my work 
with 35mm Kodachrome slides has improved and my li- 
brary of slides has increased several hundred fold. 

The use of movie films, (on three trips to Europe, start- 
ing in 1925 IT have taken a good many thousand feet for 
use in Garden Club lectures for the promotion of our busi- 
ness), is quite expensive for a small firm. Then, too, dis- 
tribution has serious limitations unless the film has been 
made and marketed by a firm capable of doing such work. 

But there are thousands upon thousands of small firms 
which can, without much of an outlay, use slides in this 
small size to carry directly to the view of buyers, the kind 
of a message every business man is able to conceive. He can 
arrange as we have for duplicate pictures of new things to 
be made and exchanged by non-conflicting competitors. He 
can show them in his store, in his office or have his sales- 
men show them when calling on prospects and customers. 
Even without previous photographic experience, any man 
with patience and ability to understand printed instruc- 
tions can do his own photographing. 

It is from these small businesses that the large businesses 
of the future will come. A tool like this 35mm outfit, may 
be the means of bringing about the change from small to 
large size. 

A year ago, the All-America Selections Committee of 
the American Seed Trade Association, whose chief aim is 
to see that the new varieties of flowers and vegetables that 
are offered to the gardeners of America get something 
really new and different when they buy new kinds, gave 
the highest Gold Medal Award for a new Morning Glory 
by the name of Scarlett O'Hara. This has a shade of red 
unlike the red in any other flower that I have ever seen. 
The work of the Committee is kept confidential until after 
the award. The result is that when October comes around 
and the award is announced, it is pretty late to get good 
photographs. My Leica, and Kodachrome A film, plus 
Eastman’s processing, gave me a remarkably fine register 
of Scarlett O’Hara’s true color. My Garden Club Audiences 
were able almost simultaneously with the announcement 
of the award to see the flower in natural colors. 

If what I have said about my use of slides is as thought- 
provoking to you as your latest issue was to me, you have 
something here for a future issue. If not, pardon me, please. 

Floyd Bradley 
President, 
Templin-Bradley Co. 
Cleveland, Ohio 


The experiences of reader Bradley illustrate the 
numerous fields of use for visual media. The in- 
expensive glass slides of these Kodachrome 
subjects were his way of realizing the values 
of the medium —a step from this beginning 
stage here suggested is the utilization of Koda- 
chrome on strip film for convenient showing. 
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What a DIFFERENCE 


The RIGHT Screen Makes! 





Da-Lite Model D Screen 
The glass-beaded scree 
is roller-mounted 
leatherette-covered box 
10 sizes from 22” x 30” 
to 72” x 96" é 





In Brighter Pictures 


C OLOR pictures shown on a Da-Lite Glass- 
Beaded Screen are more brilliant: and 


black and whites have greater sharpness and 








detail. Da-Lite’s advanced process of applying 
the beads to the screen fabric produces light 
reflective qualities unequalled by any other 
methced. The beads are guaranteed not to shat- 
ter off. The screen stays white longer than any 
other white surface and remains pliable indef- 


initely. Da-Lite Glass-Beaded Screens are avail- 





able in many types of mountings including 
table models, the famous Challenger with tri- 
pod attached and the new electrically operated 
Da-Lite Electrol hanging screen. 





In Greater Conrenience 


Da-Lite Business Screens have many 
advanced exclusive features that 
make for easier operation. The Chal- 
lenger shown at the right can be set 
up in 15 seconds. It consists of a 
Da-Lite Glass-Beaded Screen, roller- 
mounted in a metal case to which a 


tripod is permanently and pivotally 
attached. It is adjustable in height. > | 
Square Tubing (an exclusive Da-Lite oe | 
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FREE DATA BOOK! This 24 page book 


answers your questions about the light reflective quali- 
ties of various screen surfaces and illustrates and de- 
scribes the world’s largest line of business screens. Mail 
the coupon below. 








feature) in the tripod and the exten- h 
sion support, holds the screen rigid Pap 
and in perfect alignment. a 
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DA-LITE SCREEN CO., INC. 4 
Dept. 9B, 2723 N. Crawford Ave.., 
Chicago, Ill. 


In Longer Service 


Da-Lite Business Screens stand up 
well under the rough handling they 
receive in visual selling. The con- 
struction of the handle on the Chal- 
lenger is typical of the extra care 
used in manufacturing Da-Lite 
Screens. The handle is mounted on 
a sturdy bracket which encompasses 
the square tubing and the case so 
that there is no strain on the side 
wall of the metal case. U 
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@ SEPTEMBER'S PASSING WILL BE 
welcomed almost everywhere, espe- 
cially as it brings new hope of peace 
abroad and a good world’s series 
battle at home. America can be ferv- 
ently thankful that our dictator- 
ships are pretty thoroughly confin- 
ed to the Yankees’ domination of 
the American League. The serious 
side of it is that the democracies are 
being challenged everywhere and 
the value of all media for imparting 
truthful information is being se- 
verely tested. The film, used with 
equal effectiveness by the dictator- 
ships and the democracies, appears 
most likely to succeed in imparting 
the lowest measure of false propa- 
ganda and the highest percentage of 
accuracy and truthfulness. 


@ ELECTION OF ENERGETIC STANLEY 
A. Knisely, advertising manager of 
the Republic Steel Corporation, 
Cleveland, to the presidency of the 
National Industrial Advertisers As- 
sociation was noted with gratifica- 
tion by his many friends in the in- 
dustrial film world. For many years, 
Mr. Knisely has been responsible 
for interesting technical film ma- 
terial product by his company and is 
something of a pioneer in the de- 
velopment of this type of film. 


@ THE MOTION SLIDEFILM IS COMING 
into its own. Development of the 
“still” picture sequence on motion 
picture film for convenient projec- 
tion of motion picture equipment 
has also afforded the user the oppor- 
tunity of inserting short action se- 
quences. The smooth flow of se- 
quences and technical advantages 
of “wipes” distinguishes this tech- 
nique. 


@ CREDIT FOR THE EDITORIAL MA- 
terial contained in the article “Su- 
perman” which appears on Page 29 
of this issue goes to Bill Dietz, ad- 
vertising manager of Wilding Pic- 
ture Productions who literally took 
the words right out of our mouth. 
Mr. Dietz will be remembered as the 
editor of Advertising Agency. Due 
credit also to Jack Coffey of the Jam 
Handy Organization; to Walter 
Brooks of Audio and to Burnham 
McCleary of Caravel Films. These 
and a few others like them have 
been tireless workers in behalf of the 
user of commercial films and, thus, 
very helpful to our columns. 
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THAT FILM IS CER- 
TAINLY GOING TO 
MAKE ME LOOK FOR 
HIRAM WALKER’S 
NAME ON WHAT I 
DRINK.* 



















* One of thousands of audience reactions taken at 





the 1816 showings so far staged by Modern Talking 


Picture Service for Hiram Walker Incorporated. 


You are probably not a distiller, but MODERN’S club audiences and show your picture. # In 45 cities MODERN I 
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show service is as adaptable to your specific needs as it has men — trained to realize what you as an advertiser 

was to those of Hiram Walker Incorporated. They wanted want. MODERN has equipment—the best they can design. 

their picture shown to adult male audiences only. They MODERN has local acceptance—a reputation and i 

wanted to show them that all distilleries are not alike, performance record they are glad to live with. MODERN : 

that Hiram Walker's huge investment in modern plant TALKING PICTURE SERVICE, INC., will give your distri- 
i 

equipment and their care in operating it was reflected in bution the flexibility of specialized service with economies 






their product. Your product too has subtle 





a = made possible by standardization. Call on 
||| MODERW 


. . | Ps *. . . 

hidden values which can best be brought —: us for a distribution plan to meet your 
I SERVICE I 

out in motion pictures. We will secure the ORCRTERS per specific needs. 
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@ The title of this article, like the familiar song 
lyric, must be written in the affirmative. The 
universal desire to get the business story told 
“in pictures” has sent its roots deep and what 
may have seemed to be a fad when reflected in 
the popularity of the picture magazines and 
amateur photography last year may now be 
accepted as a fundamental trend to realism 
which has its counterpart in the selling field. 
Beyond a doubt this era, in which general ac- 
ceptance of the film medium by business will 
carry with it a sharp increase in sales-making 
efficiency, will also show a corresponding de- 
cline in wasteful spending for the familiar 
“pressuring up” of sales volumes. 

The film is no “cure-all”. But motion pictures 
and slide films have achieved such definite and 
widespread success in almost every field of in- 
dustry that their effectiveness deserves careful 
study by the alert sales and advertising execu- 
tive who is looking for a sure straight road to 
better business in these days of see-saw pros- 
perity. “Okay,” you say, “that kind of talk lis- 
tens well enough, but I gotta have results. 
What can motion pictures and slide films do 


for me?” 


The A-B-C’s of industrial films (which too 
many present users, both successful and un- 
successful, have forgotten) are simply a matter 
of knowing what results you want to get and 
what the film offers in getting them. If that 
sounds vague, take the example of a big cor- 
poration which recently spent a hundred thou- 
sand dollars (and then some) for a film about 
its product. The thrilling pictorial qualities of 
this picture are about the only measure of value 
which the client received, for salesmanship was 
not the objective here and if improvement of 
public relations was desired little or nothing 
was apparent in that direction. Good planning 
is a first essential in the use of films. 

Today’s best bet in the use of films (or of any 
other medium for putting ideas in the other 
fellow’s head) is to get down to facts. Forget 
about Goldwyn and Gable — industrial films 
may be printed on the same kind of stuff as Mae 
West’s curves but beyond the irresistible urge 
which both possess on the screen, there are 
worlds of difference! Not the dream-worlds of 
Hollywood but that universe of interest with 
which films present ideas to prospects and sales- 
men ina clearer and better way than any other 
now known! Let’s get down to facts and see 
what films are doing: 

1. They are working for all grades and classes 
of business from the small local merchant to the 
largest national advertiser. 

Reason: the economical, efficient slide film 
puts a powerful sight and sound message on the 
screen and fits many a little fellow’s purse. Mo- 





tion pictures for business purposes don't use 


replicas of ancient Rome and don’t require 
hundred-thousand dollar star salaries but get 
the points that make the sale across just the 
same —and sometimes better. 

2. They are making consistent business-get- 
ters out of “dubs” in thousands of sales organi- 
zations and doing the same thing for the sales- 
nanagers. 

Reason: You can print a salesman’s manual 

but you can’t make him read it! You can 
shout like der Fuehrer but you can't keep him 
awake! But put the view and the voice together 
on a screen and the results are amazing! 

The film has a wonderful way of unraveling 
the complex mazes into which merchandising 
programs have a habit of getting. The tire peo- 
ple found this out long ago and so use the me- 
dium extensively to keep the dealer field from 
short-circuiting on their many annual improve- 
ments, price changes and selling techniques. 
Again, case-history number one for the com- 
mrecial film business lies in the automobile in- 
dustry’s continued success with sales-training 
slide-films and movies and with film features 
of all types for consumer audiences. Therein lies 
the unparalleled, two-fold advantage which the 
film medium alone possesses: its primary suc- 
cess im man-for-man sales training and its 
equally successful consumer appeal! A good 
merchandising film can sweep the cobwebs 
from the dealer's mind and then turn right 
around and do the same thing with each and 
every one of his customers! 

How do you get to those customers? If they 
are, in the largest sense, retail buyers — the 
task is comparatively simple. On a national 
scale you have your choice of theatre audiences, 
of thousands of clubs and organizations who 
are consistent users of film programs for the in- 
formation and entertainment of their members, 
of schools and colleges and of dealer-promoted 
groups arranged for and invited under his aus- 
pices. Restricted distribution is sometimes all 


that is wanted and here the film can be pe? 
sonalized and directed in controlled circulation 
with the added advantage of unfailing success 
in delivering its message to each important 
prospect. 

Can you do all this yourself? Can you make 
the pictures — record the sound and then ship 
the films around to audiences? Perhaps you can; 
a few concerns with big dealer organizations 
have found film production departments useful 

within limits. Equipment and experiments 
are expensive. The skilled technicians required 
to produce pictures with punch and appeal are 
hard to get and then hard to keep busy unless 
frenquent additions are made to the film pro- 
gram or a comparatively restricted setup main- 
tained. (Such as the useful direct 16mm. units.) 

There is another advantage of importance to 
consider: A good film has a long life. It can be 
repeated for the education of new dealer sales- 
men from time to time; its audience-distribu- 
tion may go on for years and thus pile up tre- 
mendous totals. The films used by one national 
automobile manufacturer have been seen by 
132,000,000 persons and many are still in cireu- 
lation. Thus, while most concerns have found 
it worthwhile to limit their mechanical partici 
pation to the showing of pictures, a good many 
of these supplement commercially-produced 
films with useful and effective localized sub- 
jects. 

A summary should conclude with the frank 
statement that successful business films are sel- 
dom accidentally born of genius. The user has 
at his command a weapon which is infinitely 
more powerful than the printed message or 
spoken word but one which, by the same token, 
requires greater skill. Carefully aimed (by 
thorough planning and preparation) your film 
will shoot straight to the mark for that all-im- 
portant bulls-eve of better sales results. First 
by improving vour salesmen and finally by tell- 
ing vour customers the complete story which 


is the prerequisite of good selling everywher 


MOTION PICTURES & SLIDE FILMS—WHAT CAN THEY DO FOR ME? 





® As everyone knows, the year 1938 has not 
dealt kindly with the automobile dealer. His 
problems have been multiplied due to a dispo- 
sition on the part of the public to “wait and 
see what was going to happen.” As a conse 
quence he found himself more in need of an ef 
fective merchandising plan than ever before. 

A timely solution to this problem was a new 
plan that was launched this year by the Ale- 
mite Division of Stewart-Warner Corporation. 
It involved the offering of a 30,000 Mile Guar- 
antee against motor, gear and bearing failures 
on all new cars purchased from dealers using 
Alemite Lubricants and Motor Oil, providing 
the owner had his car serviced at the recom- 
mended intervals. Such an Alemite guarantee 


promised the car dealer continued patronage 


An Experienced User of Slide Films Suggests th 


ALEMITE USES FILMS 


an interview with F. R. Cross 
Advertising Mgr. Stewart-Warner Co. 


of his service department by all new car pur- 
chasers, better trade-ins to handle in his used 
car department, and additional inducement to 
prospective new car buyers. 

With this masterful sales promotion plan for 
Alemite perfected, Stewart-Warner’s advertis- 
ing manager, F. R. Cross, was called upon to 
choose the most effective medium of telling the 
story to prospective dealers. And since films 
had been responsible for successful merchan- 
dising three times in the past two years for 
Stewart-Warner products, it was only natural 


is Outline: 


WHAT THE CLIENT EXPECTS OF A SLIDE FILM PRODUCER 


@ Here are some of the important contributions which the 
experienced slide film producer must make to the prospec- 
tive client. This outline was prepared by a client after long 
experience with the medium 


1. GATHER MATERIAL 

The producer should gather all of the material that may 
help to solve the problem that the client is facing. It is 
understood that the client must identify the problem and 
desire a solution for it. The client should turn over to the 
producer all literature, experiences and observations that 
may help solve this problem 


2. ANALYSIS OF PROBLEM 

The producer should discuss the problem with the 
client in order to arrive at a clear-headed understandin» of 
the problem. Then, the producer should analyze this prob- 
lem and identify all of its elements. He should go to all pos- 
sible outside sources also to gather materials, facts and 
fundamental principles that may apply to the solution 


3. OUTLINE OF METHOD OF TREATMENT 

The producer, after completing the analysis of the prob- 
lem, should work out a rough outline of a plan of treatment 
that he proposes to use in solving the problem. This rough 
outline should indicate in a general way how the producer 
proposes to go about solving the problem. He should warn 
the client stoutly against attempting to cover too much 
material in one film treatment. It is the producer's responsi- 
bility to guard the client against cramming too much into 
one picture treatment. If a slide-film flops because of too 
much content it must be blamed always on the producer 
If, on the other hand, the client is obstinate and insists on 
too much content, the producer must either refuse to pro 
duce the picture or ask the client to sign a waiver of respon- 
sibility for failure in this respect. If a producer fails to do 
this, the client should have the right to refuse the produc 
tion upon its completion 


+. PLOT 

Next the producer should furnish a story or an interest 
ing plot on which the solution to the problem can be hung 
This plot should be so well worked out that it lends itself 
to a solution of the problem 


5. POINT — CONTINUITY 

The “point-continuity” is a breakdown of the plot into 
sequences of thought to show how the solution to the prob- 
lem can be applied to the plot. Better still, the point-con- 
tinuity should show how plot lends itself to a solution 


6. COMPLETE SCENARIO 

The producer should next submit a complete scenario in 
final form showing on the left hand side of the page the 
description of each frame as it appears in the picture and 
on the right hand side of the page the exact words in the 
dialogue for each character in the presentation. The client 
should be privileged to make word changes in the final 
script that may conflict with company policies 
7. EDITING 

The client should not be expected to make more than 
minor word changes in the script. If any major changes 
are to he made, these should be discussed and then left 
to the producer to make in the form of editing 


8 CARTOONING AND DRAWING 

Many times a cartoon or an air-brush drawing serves to 
illustrate the point better than a photograph. The pro- 
ducer should always be on the lookout for opportunities to 
use special methods of illustrating that makes the visual 
presentation more forceful. The producer should never re- 
sort to cheap line drawings, black on white, because they 
allow too much light to hit the screen and thus cause glare 
and eye strain. Charts and diagrams should be put in re- 
verse while special drawings should be done with the use 
of the air-brush. 


9. PHOTOGRAPHY 

An ordinary “bulb pusher” does not make a good slide- 
film photographer. The producer should furnish a good 
illustrator,— a photographer who knows how to illustrate 
a subject — to take the pictures for a slide-film. The pho- 
tographer should know how to direct the eyes of the audi- 
ence to the facts brought out in the dialogue. He should 
never show a close-up of a man addressing the audience 
because when this is done the film loses its illusion of 
action through sound. 


10. RETOUCHING ; 

The producer should furnish all retouching of pictures 
such as vignetting, bringing out objects to be emphasized, 
eliminating undesirable parts, etc. 


11. MODELS AND ACTORS 

The producer should furnish first class models and 
actors who are professionally trained to pose for illustrat- 
ing. If a good slide-film presentation is desired, amateur 
models and actors should be avoided. 


12. MODEL RELEASES 

The producer should handle all model releases and pay- 
ments of models. The client should never be liable for any 
work done by models or actors in any manner whatsoever. 


13. PRINTING 

The producer should furnish the client with one paper 
print (glossy) of each frame as it appears in a slide-film. 
On the back of each paper print should be written the title 
of the film and the frame number. The producer should 
furnish the client with a legal release on each print author- 
izing the client to use the print in any manner whatsoever 
when continuing to solve the problem treated in the film. 


14. TITLES 

The producer should give some thought to developing 
attractive title frames. A title to a picture that is too 
prosaic and a title frame that is unprofessional looking 
can spell failure for a picture before it is seen. 


15. DIRECTION OF PHOTOGRAPHY 
The producer should provide an experienced director to 
work with the camera crew while taking the pictures. The 
director should understand the objectives of the film pres- 
entation. He should discuss the script thoroughly with the 
writer and editor. If the picture requires sequences at 
several locations the director should be furnished with a 
trained script girl who can check the detailed properties 
furnish these services including those of a property man. 
(to be completed in the next issue) 
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that Mr. Cross should again call on a talking 
movie to sell this Alemite plan. He holds that 
this medium excels any other way of putting 
over a sales story. 

The sales story was written by Mr. 
Cross himself and then dramatized by J. J. 
Kielty, professional scenario writer of a Chi- 
cago studio. Such an amount of care was taken 
in casting that the production was held up for 
three weeks while some of the actors were 
brought from New York and Hollywood. The 
forty minute, 4 reel film, Okay, Mr. Allison, 
was then produced very inexpensively by a 
Chicago commercial film producer and was 
released by the Stewart-Warner Corporation 
the first of June. 

Distribution of Okay, Mr. Allison is han- 
dled through forty Stewart-Warner distribu- 
tors and their salesmen, located in principal 
cities throughout the country, and shown to 
dealers in small groups. 

The story concerns an automobile dealer by 
the name of Allison who finds business falling 
off in all departments. He brings his worries 
home and his charming daughter pries into 
them. Finally Allison gives her permission to 
come down to the office to see what she can do. 
The first thing she does at the office is to re- 
ceive the Alemite salesman who couldn’t get in 
to see her father. She listens to his story and 
then prevails upon her father to hear it. After 
spending hours with the salesman in a discus- 
sion the audience is not in on, Allison has a 
chart made on a large blackboard and calls a 
meeting of his department heads. These include 
the new and used car sales managers, the head 
of the service department and the company 
bookkeeper. (The latter is the comedy relief of 
the show as he is so typical of all bookkeepers 
in manner and looks) The sales plan is told 
and illustrated on the chart by Allison, a much 
more effective presentation than it would be if 
done by the “Alemite salesman”. All depart- 
ment heads are heartily in favor of the guaran- 
tee lubrication plan, and the bookkeeper is 
greatly relieved to learn that Alemite assumes 
all responsibility. The plan goes into effect at 
once, and the company’s business increases 
as the months go by. The plan is shown as it 
works in every department of the dealer’s or- 
ganization. 

The picture is uproariously funny in many 
places and groups of dealers find it entertaining 
as well as profitable. Showings are usually 
limited to groups of eight and salesmen are al- 
ways on hand to complete the selling when the 
picture is over. Larger groups are hard to con- 
tact and are apt to forget that the showing was 
for more than entertainment. 

Although Okay, Mr. Allison has been shown 
in the field only since the first of June, it 
has already achieved definite results in securing 
new Alemite dealers and in reviving the service 
activities of regular dealers. 
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Xo — © WHAT IT TAKES TO MAKE A FILM 


—— A - ) 
. i ®@ Behind those convincing images on the business screen 
2 ] . 3 lies a vast field of detail — of creative and mechanical 
Yn — N’ \ skills which contribute to the arduous planning and prep- 
Om ee aration unequalled by any other form of erehZ-laitiiilep 
aie. . , 7" P Nottie] Mm eldelei late) Meets i: outlined on this page are mini- 
TAN mized when the million-fold audiences who see these pic- 


tures are considered. First in importance, however, are the 


extensive research and merchandising facilities of the ex- 





- perienced commercial film producer — anybody can take 


a picture — but the successful ones are made by experts. 
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“BACKGROUND PICTURES ARE FROM THE FOLLOWING ST WILDING PICTURE PRODUCTIONS, INC; (3) AUDIO FP . RN SERVICE STUDIOS); 
(4) JAM HANDY PICTURE SERVICE, INC.: (5) CARAVEL FILMS, INC.; (6)-(7)-(8)-(9) AUDIO PRODUCTIONS; (10) WILDING PICTURE PRODUCTIONS; (11) AUDIO 





@ The realistic powers of film salesmanship are 
being considerably enhanced by the rapid de- 
velopment of color processes for slide films and 
motion pictures. Because color tells the story 
of the package or the process more completely 
than ever before, its selling powers are more 
certain and convincing. 

Add to this element of conviction, the attrac- 
tive glamour of the well-planned color sequence 
and you have achieved a high degree of enter- 
tainment. That color is sure-fire “box-office” 
will not be questioned by the average movie- 
goer. In the industrial-commercial field its suc- 
cess has been equally prominent and gener- 
ously attended, moreover, by increased sales 
results. Short advertising subjects for theatre 
distribution have made considerable use of 
color. Here two important factors dictated its 
use: the importance of eye-appeal, viz: pleasing 
the theatrical audience and, secondly, the rea- 
sonable additional cost which was minimized 
by the short length of the subject (especially 
in the so called “minute movie”) and the large 
number of prints over which the cost was dis- 
tributed. 

Two questions are asked by the prospective 
user of color. The first, is whether the addi- 
tional expense is warranted by the increased 
effectiveness of the film. The other question 
most widely asked is— what are its limita- 
tions? 

The bew ildering array of new color processes 
now available to the photographic amateur 
may be disregarded by the average user of 
business films. Here the important problems 
are dependable accuracy in duplication for the 
necessary distribution prints and an accept- 
able original which retains the highest degree 
of exact color reproduction at a reasonable cost. 

The popular and widely used Kodachrome 
and Dufaycolor processes may be successfully 
applied to slide film strips which involve a 
series of individual still pictures just as they 
are convenient and economical for singly- 
mounted glass slides. But motion picture color 
which must be adaptable to the varying de- 
mands of industry has to be handled by skilled 
technicians and has been generally limited to 
Technicolor, a universally accepted “subtrac- 
tive” three-color process, and to the economi- 
cal “addative” method offered by Cinecolor. 


TECHNICOLOR ANIMATION USED IN “BUICK ENGINEERING’ 

HERE TECHNICOLOR ANIMATION PROVES AN IMPORTANT ASSET IN 
DEMONSTRATING AND PROVING THE VALUE OF A NEW PRINCIPLE OF 
piston design which eliminates the “ping” caused by too- 
rapid acceleration when lower-priced gasolines are used. 
1. Intake-charge of gasoline shown in blue. 2. Compression- 
valve closed; heat by compression indicated. 3. Burning; 
the start of the explosion within the cylinder. 4. End of 
Power Stroke; exploded gasoline shown in red, pushing 
down piston. 5. Exhaust; burnt gases about to be ex- 
hausted. (Sponsor: Buick Division, General Motors Cor- 
poration. Audience: primarily Buick’s wholesale organiza- 
tion, dealers and salesmen but usable for prospect showings.) 


Is 


Cosmocolor, a newcomer with fine possibilities 
and the advantage of speedy processing, and 
the well-known Dunningcolor are achieving 
excellent results. Motion picture-taking for 
for these processes is in 35mm and a satisfac- 
tory color-controlled method of reducing this 
for 16mm prints has been long-awaited. 

Direct 16mm color movies, such as those 
offered the amateur, have been successfully 
made in Kodachrome and Dufaycolor but the 
commercial subject matter here is limited to 
outdoor scenic material where most favorable 
light conditions are present. Similarly, excel- 
lent reduction prints have been made in color 
from 35mm originals but consistent accuracy of 
register and true color has been demanded by 
the commercial film producer and he has been 
hesitant, therefore, in offering it to the adver- 
tising and sales promotion user. Important an- 
nouncements along this line may be expected 
shortly from the color laboratories. 

Color is safe, dependable and an invaluable 
aid to better selling in many instances. Impor- 
tant technical descriptions of processes and 
methods of manufacture, etc. where the addi- 
tion of color is the only logical means available 
for a satisfactory explanation is just one field 
of use. Thus the entire field of technical anima- 
tion has a powerful ally in color. Again, the 
artist-drawn cartoon subject attains a double- 
measure of entertainment when color is ap- 
plied. Disney’s Snow-White has its counterpart 
in the Fisher Body Technicolor cartoon A 
Coach for Cinderella and in Ipana’s recent 
Boy Meets Dog. 

Color sequences are performing notable tasks 
in the field of dealer merchandising. Such con- 
cerns as Proctor and Gamble and Sunkist will 
attest the value of package and product repro- 
duction in full, glowing-Color. A Sunkist se- 
quence in the new Sunkist for Profit produc- 
tion illustrates the meéethods—of- improving 
dealer displays of oranges. Modern Packaging 
Magazine is the sponsor of a nationally-dis- 
tributed film to which a color sequence added 
an important touch. 

Few concerns have capitalized as yet on the 
unusual drawing power of pictures in color in 
the commercial field. A trail-blazing exception 
is U. S. Steel whose splendid Technicolor pro- 
duction is now being shown in theatres through- 
out the country. Here, for the first time, the 
entire story of steel-making is filmed in awe- 
inspiring color. Aside from the one reel of this 
picture, theatrically-distributed color subjects 
have been generally restricted to the “minute- 
movie” type of which Alka-Seltzer, Frigidaire 
and other prominent national advertisers have 
been enthusiastic users. The subjects are short 
and the distribution on a national scale. The 
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cost, as has already been mentioned, is there- 
fore negligible. At this point it would be well to 
summarize some of the types of color processing 
now in favor for the commercial film: 


SLIDE FILMS IN COLOR 


@ The demand for color in slide film produc- 
tions is gaining momentum. Slide film produc- 
ers as well as the advertising and sales promo- 
tional heads of large corporations are quickly 
sensing the added appeal of color. However, the 
desire is more easily reached than satisfied. Ex- 
isting methods of slide film color are few, and 
those in use are characterized by high produc- 
tion costs, various complexities, and lengthy 
time schedules necessary to completion of the 
production. Thus, to many in the field today, 
color is synonymous with headache tablets and 
hours of lost sleep. 


Kodachrome, shortly after its inception, was 
destined to become the answer to some of these 
problems. It was not long after 35mm. Koda- 
chrome became a reality that duplicating proc- 
esses were heard of and various trick cameras 
for multiple exposures began to form on the 
drafting board. However, it was some time be- 
fore any worth while results were reached. Re- 
cently a favorable process has been perfected 
for utilizing Kodachrome in slide films. 

The simplicity of the process speaks for itself. 
From Kodachrome originals made with any 
of the well known “candid” cameras, single 
frame copies are made in sequence on a strip 
of 35 mm. perforated Kodachrome film. A 
system of color filtering has been devised where- 
by accurate reproduction is maintained even 
though variations in the film stock or process- 
ing are apparent. Presently the film is obtain- 
able in 15 foot lengths which allows for some 
two hundred odd frames, ample in the great ma- 
jority of cases. Certain defects in originals can 
be overcome by color balancing and undesir- 
able portions excluded in the final result. 


The process allows for remarkable flexibility 
and ease of operation. Original Kodachromes 
are made quickly and inexpensively. The finest 
of a collection of slides are selected for use, and 
without much ado a test color strip is submit- 
ted for approval. Any necessary changes are 
made and within the space of one week finished 
strips are ready for use. Although tests have 
shown that the film will wear as well as black 
and white stock, a chemical treatment insures 
prolonged life and minimizes any chance of 
color fading. 


THE CINECOLOR PROCESS 


®@ The Cinecolor Process covers a method of 
processing color motion pictures from virtually 
any type of color separation negative. Bi-pack 
or Du-Pac is most generally used to date. The 
Bi-pack system consists of a pair of negatives, 
one being substantially orthochromatic, the 


other panchromatic. On the emulsion surface 
of the ortho negative is a red filter in the form 
of a dye, this filter being equivalent to a Wrat- 
ten 23A filter. The two negatives are threaded 
through the camera with their emulsion sur- 
faces in contact and are photographed in that 
manner. Colors of the blue-green end of the 
spectrum are recorded onto the ortho negative 
and colors of the red-orange end of the spec- 
trum are photographed onto the panchromatic 
negative at one time. 

The negatives are developed to a definite 
gamma and printed onto what is termed dupli- 
tized positive film. This is a positive film hav- 
ing an emulsion on either side of its transparent 
base. The emulsions are impregnated with a 
water soluble yellow dye to prevent the rays 
from the printer lights from penetrating to op- 
posite emulsions. During the development of 
the film, the yellow dye washes out and is of no 
further use. 


After the positive images are developed, fix- 
ed and washed, they are subjected to certain 
selective coloring solutions which convert the 
silver images into color lakes. The images from 
the ortho negative are colored yellow to red and 
the images from the panchromatic negative 
are colored blue-green. After the positives are 
processed and dried, they are submitted to a 
process which renders the emulsions impervi- 
ous to projection scratches, while not affecting 
the life of the celluloid base. 

Prints made from negatives made with beam 







Technicolor animation subjects cour 
tesy of the Jam Handy Organizatior 
The photo above is from the Cosm« 
color set of Wilding Picture Pro 
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splitter cameras or those made with straight 
Wratten filters are also processed by Cinecolor, 
the results in the main being akin to those 
made by Bi-pack negatives. 

Although Cinecolor is, at present, what is 
termed a two-color process, it is able to obtain a 
great range of colors with true fidelity. 


‘FILMED IN TECHNICOLOR” 

@ In the earliest days of the Technicolor de- 
velopment, it was recognized that the ultimate 
goal of workers in the field of color cinematog- 
raphy must be a.process that would add a full 
scale of color reproduction to the existing 
black-and-white product without subtracting 
from any of its desirable qualities, withwut im- 
posing any complications upon theater projec- 
tion conditions, and with a minimum of added 
burden in the cost of photography and in the 
cost of prints. These considerations seemed 
clearly to indicate a three-color subtractive 
printing process capable of ultimate low cost of 
manufacture. 


The Technicolor three-color camera photo- 
graphs the three primary aspects of a scene 
(red, green, and blue) upon three separate film 
strips, simultaneously, at normal speed, with- 
out fringe or parallax, in balance, and in proper 
register with each other. These separate strips 
are, developed to negatives of equal contrast 
and must always be handled as a group. 

From these color-separation negatives, we 


(Please turn to Page 38) 


THE COLOR CAMERAMAN 1S THE IMPORTANT LINK 
BETWEEN THE BEAUTY OF FINE PHOTOGRAPHY 
and the practical realism of the best “sell- 
ing angles” in commercial film production. 


























































EDUCATING THE DEALER 


TAKING THE CHANCE OUT OF YOUR 
SALES PROGRAM WITH FILMS 


@ The man at the point-of-sale rules the des 
tinies of business. The job of stimulating the 
dealer's enthusiasm for the product can and 
does involve a good portion of the advertising 
dollar, of the sales promotional budget and un- 
told hours of thoughtful planning on the part 
of advertising and sales executives. For the 
dealer, as one editorial recently pointed out, is 
not alone the distributor's best customer but 
he is also, which is vitally important, the dis- 
tributor’s ally in the further and final task of 
selling the ultimate consumer, the public. 

Spending money for prestige-building radi 
hours and national advertising space is nol 
enough. Lavish appropriations for special 
“deals” may sharpen the sales curve but funda- 
mentals alone can keep it up. The first of these 
is a thorough knowledge of the product and 
equally important, of the tried and tested 
techniques which wil! help the dealer sell it. 

We take too much for granted when we put 
the success of carefully planned lines of mer 
chandise into the hands of $15 a week clerks. 
To entrust the merchandising of expensive 
technical items to such unskilled help is a pat- 
ent weakness which costs heavily in sales re- 
sults. The dealer himself, in thousands of small 
organizations, is problem enough but the multi- 
tudes of untrained retail clerks, service station 
attendants and other sales persons represent a 
major issue. Here is where the film medium can 
play a vitally important part. 

Its unequalled success in acquainting the 
dealer with the nature of the product itself is 
best illustrated in the technical films of Johns 
Manville, E. I. duPont de Nemours and th 


various automobile companies. J-M’s film Heat 


and its Control was a thorough exposition of in- 
sulation and its showing at local trade meetings 
to plumbing dealers has usually been followed 
by repeat requests and even by return visits 
from members of previous audiences in distant 
towns. Service station attendants have been 
generously benefited by the numerous slide 
films and motion pictures made available to 
them by parent companies and by various ac- 
cessory concerns. 

The theory that helping the salesman helps 
the sale has been accepted by national mer- 
chandisers with “complex” items — but how 
about those with inexpensive commodities? 
Sunkist, Coca-Cola, National Biscuit, Libby’s 
and many others have stories to tell in this field. 

Eight years ago Sunkist put out a “talkie” 
for the fruit and grocery trade. That was Part- 
nership for Profit and today’s subject is Sun- 
kist for Profit, a four-reel picture story which 
tells how to display and sell California citrus 
fruits. All the showings of Sunkist for Profit are 
being arranged through the company’s thirty- 
four merchandising representatives. With the 
objective this year a total of at least 500 show- 
ings to an average audience of 100 persons, the 
total attendance will approximate 50,000 Sun- 
kist dealers! 

The versatility of the film medium is found 
in the extensive successful use of an economical 
series of slide films by Coca-Cola for the im- 
provement of merchandising techniques. Here 
a lowly five-cent item benefited immensely 
through visual dealer aids. National Biscuit 
and Libby's, with motion pictures and slide 
films, have accomplished remarkable results. 


Sometimes the dealer's enthusiasm exceeds 
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the mere showing of films subjects to his clerks. 
A Ford dealer in an Oregon city of less than 
20,000 inhabitants, for example, is selling as 
many automobiles as the dealers in larger met- 
ropolitan areas. Comparatively inexpensive 
16mm. sound movies are made of local sales op- 
portunities and shown to prospective buyers. 
These supplement the extensive national slide 
film and motion picture programs which Ford 
has always made available to his dealers. 

Both wholesalers and retailers often cooper- 
ate in setting up film programs. This is espe- 
cially true in the department store field where 
Marshall Field and Company have sponsored 
films on their manufacturing activities. Mont- 
gomery Ward has also done an outstanding job 
in this respect for the improvement of its re- 
tail dealer setups. 

The usefulness of the film medium may be 
illustrated in another way. It is an excellent 
focal point around which many local jobber 
meetings are now being built. Because the film 
has a simple and interesting way of presenting 
otherwise heavy fare, attention seldom lags. 

What do the dealers think of these film pro- 
grams? Definite check on their reactions may 
be obtained from the bulging letter files of the 
Standard Oil Company of Indiana. From the 
showing last year of its movie, Stan, this oil 
company has received hundreds of commenda- 
tory letters. In this case Stan accomplished a 
double-barrelled job with an extensive con- 
sumer distribution but the sound slide films of 
the same company receive the same kind of en- 
thusiastic reception. In the East, Esso Market- 
ers, Socony-Vacuum and Pennzoil have earned 
universally favorable results with dealer films. 

Is the dealer's education expensive? That, of 
course, all depends on the number educated 
and the amount of schooling to be expected of 
a film. Here the series method of individual 
sound slide films has been found effective. No 
attempt should be made to pack too much 
training into a single subject, even in a full- 
length film! A dozen “short-jabs” are worth 
just that much more than a single jolting up- 
percut. For that reason, also, the dealer meet- 
ing should not be a long, tiresome affair. As the 
experienced user will testify, it is much more 
successful when it is broken up (when neces- 
sary) into shorter sessions, each possessing a 
maximum of interest. The expense can begin 
with the making of a single economical sound 
slide film. Since this consists of a series of in- 
dividual “still” pictures with a synchronized 
record, it is comparatively inexpensive. Per- 
haps if a test-meeting program can be arranged, 
the mere rental of one of the many general 
“syndicated” sales films will offer a beginning 
point. When the motion picture is contemplated 
one factor only need be remembered — every 
dollar spent wisely in this medium has returned 
generously on its investment. 

(Please turn to page 34) 
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“JERRY PULLS 


AMERICAN CAN ANNOUNCES A NEW EDUCATIONAL PICTURE 
THE INTEREST OF THE COFFEE INDUSTRY 


PREPARED IN 





@ At the annual convention of the Associated 
Coffee Industries recently held at French Lick 
Springs, Indiana, the American Can Company 
presented the world premiere of its new educa- 
tional picture on coffee. 

Produced after months of planning and prep- 
aration, the film gives promise of setting a new 
style in educational and commercial films be- 
cause of the novelty of the technique employed. 
The subject matter of the film called for many 
scenes in foreign countries as well as excerpts 
from history and legend that would have been 
difficult, if not impossible, to portray with a 
feeling of reality on actual location. To over- 
come this difficulty and yet to picture the 
scenes in their lovely charm and fantasy, pup- 
pets, or marionettes as they are technically 
called, were decided upon. Of course, there are 
“live” actors as well, but the magnificent group 
of puppets easily steal the show. 

The film tells the story of young Jerry 
Spenser, a puppeteer, who proves to his pros- 
pective father-in-law, a coffee packer, that even 
in the business world puppeteering can be an 
important work by having his puppets tell 
“The Story of Coffee” as it has never been told 
before. Jerry, who also appears as a puppet for 
thé purposes of the play, visits the coffee plan- 
tation of Miguel Ricardo dos Santos Prado, to 
learn at first hand what makes the coffee busi- 
ness tick. Miguel, a colorful raconteur, tells 
Jerry the story of coffee by means of a series of 
fast moving, utterly charming puppet scenes 
which dramatize legends, dances, literature, 
history, and industrial development as they 
apply to coffee. 

First, Jerry learns the fanciful story of Kaldi 
and his goats to whom legend attributes the 
discovery of coffee. Next, the scene changes 
rapidly to one of oriental splendor in which is 
featured the Dance of the Prince and the Prin- 
cess from the ballet Scheherazade by Rimski- 


Seenes on this page are from the remarkable puppet mo- 
tion picture produced for the American Can Company by 
Caravel Films, Inc. The lifelike acting of the puppets 
makes this a noteworthy contribution to the field of educa- 
tional-business films 






THE STRINGS” 








Korsakov. This ballet was inspired by the 
Arabian Nights tales as told in the coffee houses 
of Constantinople. In this ballet the Prince and 
Princess, supported by eight lovely ballerinas, 
are all so expertly manipulated that strings dis- 
appear, puppets shed their doll stature and 
come alive. So alive in fact, that the strings 
purposely have been kept very much in evi- 
dence in order to preserve the puppet atmos- 
phere. 

There are further puppet scenes, too, having 
to do with the coffee plantation, coffee picking, 
coffee drying, in which tiny people, tiny ani- 
mals, miniature trees, and miniature props all 
contrive to “tell the story of coffee as it has 
never been told before’. Shortly before the end 
of the picture puppets and “live” actors appear 
in the same scene. One of the puppet charac- 
ters induces the coffee packer to take him on 
a short tour of his plant where we see how green 
coffee is blended, roasted, ground, and finally 
packed in vacuum cans, “the only sure method 
of packing to keep coffee really fresh until you 
are ready to use it” 

The picture was written and supervised by 
National Tie-Ins, Inc., Chicago. Production 
was under the direction of Caravel Films, Inc., 
New York, and all details of puppets and live 
scenes were worked out at the Caravel Studios 
in Hempstead, L. I. An original muscial score 
runs through the entire picture. 


Although designed primarily for educational 
work in schools and other similar groups, the 
excellence of the photography, the unusual 
technique employed, the accuracy in reproduc- 
tion, and beauty of the sets make “Jerry Pulls 
the Strings” a picture worthy for any theatre 
screen. Miss Isabel N. Young, Home Econom- 
ics Director of the American Can Company, 
who is in charge of promotion and distribution, 
estimates that more than 114 million people in 
grade and high schools, church and club groups, 
and trade organizations will view this film. 
Prints are available in 16 mm. and 35 m., silent 
or sound. The film runs about 40 minutes. Re- 
quests for showings should be addressed to the 
Home Economics Department, American Can 
Company, 230 Park Avenue, New York City. 

















MANY NOTABLE SAFETY FILMS 
SERVE INDUSTRY AND PUBLIC... 


®@ Two prize-winning safety films typify the spirit of unselfish service which this 
type of production represents in American industry. We Drivers, the widely 
shown one-reel subject produced for General Motors by the Jam Handy organi- 
zation won the National Award for the outstanding contribution to safety in 
1936. Third in a series of semi-altruistic object lessons in motoring safety pro- 
duced for the Plymouth Division of the Chrysler Corporation by Wilding is 
The Chance to Lose. Endorsed by the National Safety Council and police de 
partments, this film has been the spearhead of many recent campaigns for more 
intelligent driving. In both subjects, the sponsor’s advertising is obvious but 
unobjectionable since the topic is one which certainly requires the use of the 
product and, moreover, one of mutual interest between the motor car manu- 
facturer and the public his products serve. 

Since the appalling total of traffic deaths is one of our greatest problems, the 
numerous other safety films provided by insurance companies, automobile 
concerns and various sponsors have a big job to do and they are doing it well. 
The audience-report file of Business Screen lists literally hundreds of recent 
showings of these subjects to clubs, schools and other group meetings‘and the 
distribution of these and other such famed safety films as Metropolitan’s Once 
Upon a Time (animated cartoon) has included first-run entertainment thea- 
tres throughout the country. 

While the subject of “public safety” is predominant, excellent material has 
been produced in the field of industrial safety. The National Safety Council 
offers its membership several sound motion pictures and slide films in this group 
including the recent Fall Guy, a soundslide film on the hazards of falls and 
Artificial Respiration, The Blue Flag, The Handicap and Hindsight v. s. Fore- 
sight. The United States Steel Corporation, Chevrolet, and the Travelers and 
Liberty Mutual insurance companies are sponsors of industrial safety films. 

The contribution of the Northwestern University Safety Institute includes 
several fine sound slide films. The slide film appears to be an extremely useful 
weapon in the safety campaign and Get Tfere First, a traffic-police picturization 
sponsored by thé Harley-Davidson Motor Company for showing to traffic edu 
cational groups is one of the best of this type. Safety in Numbers, a community 
safety program for organizations sponsored by Metropolitan Life, is another. 

The Aetna Life Insurance company of Hartford, an active sponsor of safety 
subjects, lists the following: Saving Seconds, a highway safety film; The Truck 
and the Driver, a film on truck-driving safety; Let’s Be Skillful, a set of 34 slides 
and a talk outline; and a minute-movie subject, How to Park Your Car. Aetna’s 
fire prevention material is equally complete: The Bad Master, a film on fire care- 
lessness; Sounding the Alarm, an educational subject on the various means of 
reporting a fire and fire department procedure. Sentinels of Safety, a home acci- 
dent prevention film, shows the dangers that lurk inside the home. Most of the 
above subjects are obtainable in either sound or silent versions from the local 
representatives of Aetna or the Safety Educational Department in Hartford. 


with Safety 1-reel, school-age ~ The Calvin 

Artificial Resparataoy® 1-reel of “i 

Remember reel, hazards iiptanan's Pak Bae 
Cenbing With Beate pata erm —New Sk Cnt 
_ ‘The Outlaw* vad tener Node Council 
Ask Deddy” ) 2-reels, child safety educ. U.S. Bureau of Mines 
Carbon 1g 1-reel, hazards of gas — The Pullman Company 
The Blue Fiag* 1-reel, ~Nex Jersey Motor Vehicle 

Weochlen asi Wis I-reel, truck — Bruce-Dodson & Co 







































SAFETY FILMS & THEIR SPONSORS, 


Motion Pictures 


An introductory list of available subjects 
SUBJECT TYPE Obtainable From I 
Chance to Lose, The 1-reel, traffic safety Plymouth Motor Company 
Once Upon a Time : 1-reel, cartoon-traffic safety Metropolitan Life (1) 


WwW General Motors Corp. (1) 
Always Trust a Lifeguard 4-reels, entertaining produc- be” «a eda: 


tion with safety angle ‘ 

Human Mileage 2-reels, auto accidents General Tire & Rubber (1) 

Here high B. F. Goodrich Co. (1) 
Why Not Live? 1-reel, first aid knowledge ~American Red Cross 
Knights on the 1-reel, night driving Chevrolet Motor 
Cross Road ¥ 2- traffic regulations ~ American Automobile Assn. 
The Reason Why* retls, industrial safety United States Steel 
rr asa mberpereninan et Aetna Life Insurance 
Seraiens tee thoes saod he ker een Steen eto 
Accident ' Prevention of accidents ~—~ Glen Falls Indemnity 


 @Y Available theougk the Motion Pleture Bureau, Y.M.C. A.) 
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New Fall Productions Show Versti 





Ris 


@ The sun beat down mercilessly on the arid 


fields but General Grant’s headquarters tent 
Was pitched in the kindly shade of giant elms 
Horses on the nearby picket line hung weary 
heads over the hitching rail, lacking the energy 
to cock 2 
battle. 


and went away again without interrupting the 


wary ear to the distant sounds of 


Dispatch riders and staff officers came 


General, for Grant was deeply engaged in con 


versation with a distinguished guest 


The guest sat on a camp stool near Grant’s 
table strewn with maps and plans of strategy 
His long figure slouched lankly, his bearded 
chin rested heavily on his lean breast, and his 
deep eloquent eyes watched shadows flecking 
the waters of a little stream which flowed 
placidly at his feet. General Grant, standing 
across the table from his guest had asked him 
a question and there had been a long silenc: 

“But this is important, Mr. President”, said 
Grant impatiently 


“Yes”, replied President Lincoln pulling him 
Most 


things are important, General.” A wistful smile 


self out of his reverie, “I suppose so 


played about his loose lips. “I was just thinking 
of that baseball game the New York soldiers 
were playing against an Illinois regiment. That 
was important too, General.” 

General Grant shifted ‘his cigar nervously 
from one side of his mouth to the other. “But, 
Mr. Lincoln” 


hand. “If vou want something really impor 
] ; | 


he began. Lincoln held up his 


tant” he said solemnly, “It’s to get the men in 
both armies back home where they can play 
ball on their own grounds! — and now that’s 
over will somebody fr the love of Mike give 


me a Coca-Cola!” A soldier hurried to Mr. Lin 


coln’s side with a cool bottle and another for 
General Grant. Both drank thirstily. For them 
the war was over. 

“Hank!” Nate Watt bellowed at his assistant, 
“Tie a little rock on General Grant’s watch 
chain so the darned thing will stay in his 
pocket!” Then, turning to the others: “Let’s 
shoot it again. Quiet, everybody!” 

For Nate Watt was on from Hollywood to 
direct the production of the National League's 
film on baseball. Next year marks the hun 
dredth Abner Doubleday’s 


epochal creation of the national game substan- 


anniversary of 


tially as it is played today, and in celebration of 
the centenary, the National League of Profes- 
sional Baseball Clubs commissioned Burton 
Holmes Films, Inc. of Chicago, to produce a 
four reel centennial film 

Ford Frick, president of the National League, 
has dedicated his film to youth and the produc- 
tion has been designed to exemplify the spirit 
of the dedication. The first half of the film is de- 
voted to the high-lights in the history of the 
game since 1839 and the latter half to inspira- 
tional and instructive shots of various players 
and their technique. All of the instructional 
scenes are put on the screen in a manner which 
will interest any audience of baseball enthusi 
asts regardless of age, but they are primarily 
intended to instruct youthful players in the 
finer points of baseball play ing. One phase of 
the historical material which will hold especial 
interest for spectators, is the cause for, and the 
method by 


formed in 1876. The prime mover in the crea- 


which, the National League was 


tion of the National League was one William 
A. Hulbert 


and lies buried in Chicago’s Graceland ceme- 


Hulbert was a native of Chicago 


NATIONAL LEAGUE MOVIES TAKE A 
CHAPTER OUT OF BASEBALL 


HISTORY 


tery. His job of rescuing baseball from the evil 
days upon which the game had fallen was one 
of the most dramatic incidents in the story of 
organized sport. 

Associated with the National League as co- 
sponsor of the film is General Mills, Inc. of 
Minneapolis. The Wheaties broadcasts of the 
game during the past several seasons made 
General Mills a “natural” for such an associa- 
tion but the company has been more than mod- 
recognition. 
Nevertheless the Wheaties plug is in the pic- 
ture: once with the National League on the 


est in its demands for screen 


main credit title as co-sponsor; once as a win- 
dow display used unobtrusively as background 
for a scene in a country store; once when Stan 
Hack of the Chicago Cubs is photographed 
with his charming wife and tiny son at break- 
fast; and once again when “Red” Barber of 
radio fame is broadcasting a game. All of these 
plugs are natural to the action and in no case 
intrude upon, or interfere with, the develop- 
ment of the baseball theme. 

When released for public exhibition, which 
will be this autumn, the film will be loaned free 
to all schools and colleges, and to any estab- 
lished organizations such as fraternal orders, 
American Legion Posts, Youth Movements, 
churches, etc., etc. The National League is set- 
ting up its own distributing offices to the end 
that orders for the free loan of the film may be 
made to National League headquarters in 
Radio City, New York, or to any office of the 
eight clubs which make up the National League, 
or to the producer, Burton Holmes Films, Inc. 
at 7510 North Ashland Avenue, Chicago, who 
will handle the physical distribution and serv- 


icing of the picture. 
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ar \\ SEEING AMERICA 
{ FIRST WITH GREYHOUND 
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@ The new (Greyhound film, They Discovered America, has Eleanor 
Stewart, Robert Kent, and Gayne Whitman in the principal roles, 
but some of the star attractions of this movie aren’t actors at all. 
They are the exciting places that form the nation-wide background 
before which the action takes place. Hundreds of America’s scenic 
wonders serve as the setting for this gay, amusing talkie. While 
there’s plenty of interesting travel in this film, it’s far more than a 
travelogue. The plot, though light, is entertaining — the music de- 
lightful — and the comedy well handled. 

Beaumont & Hohman, Inc., Greyhound’s advertising agency, plan- 
ned and supervised the picture. Under the agency’s direction, a 
roving photographer covered the country from coast to coast, taking 
background shots of the nation’s scenic and historic highlights. The 
picture was produced by Wilding Picture Productions, Inc. 

They Discovered America, as distributed, isa three-reel, 16mm. 
sound film. Its running time is approximately 30 minutes, making 
it ideal for luncheon club showings where time is limited. The very 
nature of the product Greyhound has to sell — travel — makes it 
easy to inject a more universal appeal into this picture than into 
most commercial subjects. As it is, every age group, as well as every 
class of audience, finds this movie appealing. The film is being shown 
by Greyhound traffic representatives throughout the country and is 
also being distributed through the YMCA Motion Picture Bureau. 


MINES TO METALS 
IN FILMS ON ALUMINUM... 


@ Two new sound motion pictures of the educational-institutional 
type have just been completed for the Aluminum Company of Amer 
ica by the Jam Handy organization. The first, Aluminum, Mine to 
Metal, has been produced in both a sound and silent version and is 
two reels in length. Simply and directly, with a minimum of adver- 
tising, this film tells the interesting story of the mining of bauxite, 
the manufacture of alumina and the final production of aluminum. 
The second two-reeler, Aluminum Fabricating Processes, is also made 
available in both silent and sound versions and describes in detail the 
processes by which the metal is rolled, drawn, extruded, cast and 
forged; the many basic aluminum products are also shown. Finally, 
the picture briefly outlines the methods employed in forming and 
assembling aluminum structures. 

The distribution of both films, entirely non-theatrical, is made on 
request to the sponsor, The Aluminum Company of America, 801 
Gulf Building, Pittsburgh, Pa. The silent versions are available 
through the Bureau of Mines, Washington, D. C. These subjects are 
available in either 16mm or 35mm and cither sound or silent. A scene 


from cach of these is illustrated in an adjoining column on this page 
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GOOD SUBJECTS WIN APPROVAL 


BY HAROLD D. GRIFFIN 


@ The public schools are always in search of 
suitable industrial films which broaden the con 
tacts of pupils. Pictures which do not violate 
the ethics of good teaching and which adhere 
to pedagogical principles will always find a 
warm welcome 

In general, teachers do not object to the 
presentation of one specified article or trade 
name in a film anymore than they would hesi 
tate to take their pupils on a school-journey 
to a factory that manufactured some one use 
ful article of commerce simply because it bore 
a particular advertised name 

It is the methods of presentation rather than 
the products themselves which have made some 
schools wary of industrial films in the aggre- 
gate, while extending a hearty welcome to par 
ticular productions. That is the reason school 
systems tend to repeat their calls for certain 
pictures year after year. Thus, we have had the 
American Can Company's Alaska’s Silver 
Millions three times within one calendar year. 
We would rather repeat a picture of proved 





pedagogical value than experiment with an 
untried production. 

Under present methods of distributing films 
there is little opportunity for a teacher to pre- 
view a picture and organize a teaching tech- 
nique around it. For a truly satisfactory learn- 
ing unit, a teacher should be somewhat familiar 
with a picture before it is presented to the 
students. 

An adequate industrial film for school pur- 
poses must be adjusted to the educational 
level of the group to which it is presented. The 
documentary type of picture probably will have 
the most educational significance. Processes 
should be recorded in sufficient detail to make 
further steps intelligible, but ordinarily they 
should not be dwelt. upon exhaustively. Com- 
mentators should employ chaste language, 
good grammar, be clear and precise, and avoid 
shouting. No matter how successful the meth- 
ods of the circus-barker may be in selling a 
product to the masses, a film addressed to a 
school audience is no place to exhibit such 
techniques. “Go to your neighborhood dealer 
now,” may bring in sales over the radio and in 
a public demonstration, but such an approach 
in a school picture will not bring a second in- 
vitation there. 

Primarily then, the industrialist who would 
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BETTER 
FILMS 
IN THE 
SCHOOLS 


produce a successful film for educational dis 
tribution must please the teachers and the 
school administrators. If he doesn’t, his pi 
ture will be stranded on first base. The manu 
facturer who cannot see further than today’s 
sales will undoubtedly find more profitable uses 
for his money than the production of school 
centered films, but the alert business man of 
far-vision and prophetic calling who would 
build good-will for his industry will find no bet- 
ter medium than industrial films prepared 
upon sound pedagogical principles specifically 
for educational distribution. He who would be 
greatest among you will serve our children un- 
selfishly with no thought of immediate protit. 
Yes, indeed, industrial films that tell their 
story ina simple, straight-forward, and courte- 
ous manner have been, and will continue to be, 


welcome in our public schools. 


BUSINESS: TURN ON THE FACTS 
BY FANNING HEARON 
recutive Director, Association of School Film Libraries, Ir 


@ A non-profit educational motion picture cor- 
poration known as the Association of School 
Film Libraries, Inc. was chartered in the Dis- 
trict of Columbia on June 17 and established 
its main office in the Time and Life Building, 
9 Rockefeller Plaza, New York, on July 15. 

The corporation is a direct result of the 
often-expressed desire of American schools and 
colleges for one central source to which they 
may turn for help and advice in securing the 
films they need in determining the value of mo- 
tion pictures in education. 

The membership of the Association will be 
limited to educational institutions and non- 
commercial distributors serving the educa- 
tional field. For these members the Association 
will obtain appraisals of films which are avail- 
able and those which could be made available. 

The Association would then do what it could 
to help its members obtain such films. It will 
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not itself rent or produce films, but will be 
simply a helpful, impartial liaison unit between 
picture makers and picture users. 

To be helpful is the Association’s primary 
aim — helpful to those who recognize the edu- 
cational possibilities of the moving film but 
aren't certain how to put them into effect. It’s 
a strong young medium introducing new factors 
and probslems — factors and problems not dif- 
ficult to understand in the right light. Our bus- 
iness is to help turn on the light. 

We hope the experiments and achievements 
in this field may be coordinated through the 
Association and that those who have hesitated 
to adopt films as a medium of instruction be- 
cause of uncertainty as to their value or in- 
adequacy of educational film libraries may 
now proceed with assurance. 

The film deserves this recognition as a me- 
dium of enlightenment come very much of age. 
With sight, sound, and motion as its ingredi- 
ents, it has no informational or persuasive 
equal. It is time it were used for what it is so 
perfectly suited. 

Though the new Association is interested 
primarily in motion pictures made expressly 
for educational purposes, it is actively aware 


® Having worked in the field of visual educa- 
tion for many years, I have naturally been 
greatly interested in the projects of many in- 
dustrial concerns in the making of the indus- 
trial type of educational film. In this field of 
industrial motion pictures, some very fine edu- 
cational material has been made available, but 
on the other hand many of the films distributed 
in the schools were made entirely for sales pur- 
poses and not for use by school children. 

Some advertising agents in industry have 
been misled, in my estimation, in the manner 
of producing and distributing of industrial 
films. Many films are produced and distributed 
for educational purposes that were made for 
advertising at sales meetings or at other meet- 
ings where the sale of a certain product is the 
motive for the showing of the film. This type 
of film was not produced for educational needs, 
and by all means should be kept from showings 
in the schools because it is in many cases detri- 
mental to the industry to have such a film 
shown in the school. 

I do not mean to imply that I do not believe 
in the industrial film’s use in education; in my 
opinion it has a great future. The better type of 
industrial film can be made a great asset to both 
education and the industry represented in the 
films. The big problem is to get the producers 
of industrial films to distinguish between the 


of the fact that there is a great deal of good, 
straight-forward information in the films made 
by commerce and industry “to sell some- 
thing” and that there very probably is a place 
for the best among these films in the educa- 
tional picture. 

An educational organization such as this cer- 
tainly will not use its facilities to sell outright 
advertising under the white banner of éduca- 
tion, but just as certainly it should exert in- 
fluence to promote production of honest good- 
will films by business concerns whose public 
attitudes have come of age. : 

Because the user market is so uncertain — in 
fact — unknown, people who make strictly 
educational films rarely know what return 
they will realize from print sales or rentals. Un- 
less there is important financial backing, the 
result is often an uninteresting, cheaply-pro- 
duced film, the educational value of which ap- 
proaches zero. These producers can not be too 
severely criticised for this because they aren't 
in business for love — and must hold produc- 
tion costs within a safe guess-on-return radius. 

On the other hand, Commerce and Industry 
are (at least, should be) concerned with mak- 
ing “selling” films as interesting and technically 
perfect as the current production minds will 


INDUSTRIALS GREAT FUTURE 
BY LEE W. COCHRAN 


Department of Visual Instruction 


The University of lowa 


sales film and the industrial educational type. 

In our distribution of industrial films over a 
period of years, we have found that the spon- 
sored film telling its story in a clear, concise 
manner, giving educational advantage, will be 
used by schools year after year if the direct ad- 
vertising is omitted. The type of film using 
direct advertising, even if it is a super-produc- 
tion, will hardly in any case be repeated in the 
schools, due to criticism by pupils and teacher. 
The teacher using motion picture films is faced 
with the task of presenting a problem or a les- 
son, and therefore must select the type of film 
that will not have an excess of advertising that 
would have a tendency to discount the educa- 
tional advantage of the film. 

The educational film has been accepted by 
education, the advertising film has been ac- 
cepted by industry, and from this combination 
I feel confident that American industry and 





Editor's Note: Other articles in this sur- 


vey will be presented in the next issue. 





permit — because they should be good'to get 
the desired effect. 


The point being made is that Business can 
accomplish its purpose and yet make important 
contributions to Education — by simply turn- 
ing off the ballvhoo and turning on the facts; 
erasing the adjective and applying the noun 
and the verb. The news story is far more inter- 
esting and effective than the editorial; other- 
wise, it, too, would be back with the rupture 
belt ads and not out front. 


The public relations film will have arrived 
in America when firms confine their appear- 
ances to the presentation title, and occasional, 
unmentioned intrusions of product into, story 

-or maybe no intrusions at all. What a day, for 
example, when a farm implement company pre- 
sents “The Nation’s Bread Basket” and tells 
the story of wheat from planting, through trad- 
ing pit, to stomach; or when a railroad, an air- 
line, or bus company presents “American 
Transportation,” which is really the story of 
our growth and all this without even those 
sly closeups of hubcaps and emblems. 


There will be plenty of farm implements 
and trains and planes in the picture. What are 
wheat and transportation anyhow? 


education can combine interests to produce a 
superior type of industrial film that will be of 
advantage to both groups. The problem of in- 
dustry is to produce a film that will give adver- 
tising advantage to the groups before which it 
is presented in order to justify to the board ‘of 
directors of the company the expense of pro- 
duction. The educational problem is to secure 
motion pictures that will help visualize the 
course of study. It is only natural that the edu- 
cator should turn to industry for motion pic- 
tures of an industrial nature. However, the 
presentation must be of a nature acceptable to 
educational standards and methods or it can- 
not be used with any great success. 

Visual Education has made tremendous 
strides toward a new ideal in the past five years; 
yet it is still in its infancy. The industrial film 
has a definite place in modern education if in- 
dustry will co-operate in making the type of 
factual film acceptable to the schools. Many 
concerns have excellent films available for edu- 
cation now, while others are in production, but 
a close co-operation between the industrial pro- 
ducer and the educator will have to be main- 
tained if the films are to be a success with the 
modern school child in our institutions of today. 
The motion picture has tremendous emotional 
appeal, and should be directed in the right man- 
ner for the best advantages of all concerned. 
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@ If the various companies and organizations 


making educational distribution of industrial 
films would give about one-tenth as much time 
and thought to the technical construction of 
these films as is given to radio advertising, the 
educational institutions of the country would 
make wider and far better use of this modern 
tool of teaching and learning. 

Since audio-visual education is in its infancy 
and has not, until of late, gained significance as 
a powerful and most effective force for educa- 
tion as well as for entertainment, development 
of films on a colossal and gigantic scale has been 
slow. Thus, it is not surprising that industrial 
ists have not given more thought and attention 
to their development. 

To eliminate arguments for and against the 
use of industrial films, the industrialists might 
well take cognizance of some of the factors that 
cause some educators to reject these films and 
so produce the industrial films that would serve 
the children of all our schools unselfishly. 

Specific suggestions for the mutual benefit 
of industrialists and educators are: 

1.A humanizing of films to provide a more 
realistic vocational study and experience 
for the pupil. 

2.Films having a running time of from 
twenty to thirty minutes. 

3. Perfect sound by an expert commentator. 
If reduced from thirty-five mm. to sixteen 
mm., perfect recording is essential. 

4. Appropriate musical accompaniment with 
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RAISE EDUCATIONAL VALUES 
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majority of direct advertising at beginning 
and end of film except incidental advertis- 
ing. 

5. Filmsso madeas tobe teachable and univer- 
sally acceptable to all teachers as a means 
of making teaching and learning dynamic 
in regular classroom situations by incor- 
porating history, poetry, music, geogra- 
phy, physics, chemistry, electricity, gov- 
ernment, safety, health, etc., are needed, 

probably to be done on a series basis. 


SERIES FILMS NEEDED 


The history of any particular industry could 
be portrayed in one of the series and outstand- 
ing events paralleling each episode could be 
presented in sequences, and costumes, music, 
modes of transportation could be presented 
quite incidentally. 

In progressing to present day manufacture, 
more of the life of the worker could be por- 
trayed rather than a simple presentation of the 
mechanized factors and operations, thus pro- 
ducing fine vocational guidance lessons. 

With such a system, industrial films would 
become excellent teaching films and, if fur- 
nished as they are at present, would supplement 
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the regular classroom films in ideal classroom 
procedure for a vital and intelligently coordi- 
nated program. Producers of classroom teach- 
ing films would welcome such a change in in- 
dustrial films because practically all teachers 
would use these films and requisition the regu- 
larly produced classroom teaching films. 

Where the county-wide system of audio-edu- 
cation has been effected with projection equip- 
ment in each school and a cooperatively owned 
and directed film library has been established, 
series of industrial films could be rented for 
longer periods and fitted into the teaching 
schedule or curriculum of the various teachers 
of the various schools of the county or district 
at the precise moment when needed by the 
teacher and would be of more value because, by 
their various natures, they could be correlated 
with units of regularly organized curricula. 

Such a system would supersede all previous 
attempts, many of which have been greatly 
beneficial and appreciated, and make necessary 
a larger number of high quality sound films 
made under direction of experts to correlate 
with latest ideas in curriculum construction. 
This would help make them acceptable for 
classroom use, as well as presenting the indus- 
trialist’s story to better advantage. 

Industrialists, wake up to these advantages! 
Make your films teaching films for the children 
attending our schools and other groups, instead 
of merely adapting teaching films meant for 
salesmen. 
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se ; 1 am celluloid, not steel; O God of the machine, have mercy. 
g I front dangers whenever | travel the whirring wheels of the 
4 mechanism. Over the sprocket wheels, held tight by the idlers, 
oe: I am forced by the motor’s might. If a careless hand mis- 


threads me, | have no alternative but to go to my death. If the 


pull on the take-up reel is too violent, | am torn to shreds. If 
ie dirt collects in the aperture, my film of beauty is streaked and 

i marred, and | must face my beholders — a thing ashamed 
ns and bespoiled. Please, if | break, don’t attempt to fasten me 
is together with pins or clips; simply stop the machine, and 
de over-lap the ends around the take-up reel — a sufficient dis- 


bis tance to hold — then proceed with the showing. Don’t re- 


wind me unless necessary — my owner wants the privilege, 
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so that he may examine me, heal my wounds, and send me re- 
juvenated upon a fresh mission. < | travel many miles in 
tin cans. | am tossed on heavy trucks, sideways and upside 
down. Please see that the paper band is wrapped snugly 
around me on the reel and fastened with a string, so that my 
first few coils do not slip loose in my shipping case, and be- 
come bruised and wounded beyond the power to heal. Put 
me in my own can. Scrape off all old labels on my shipping 
case so | will not go astray. <} Speed me on my way. 
Others are waiting to see me. The next day is the last day | 
should be held. Have a heart for the other fellow who is wait- 
ing, and for my owner who will get the blame. <4 I ama 
delicate ribbon of film — misuse me and I disappoint thou- 
sands; cherish me, and | delight and instruct the world. 


A. P. Hollis 
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UPERMAN 


@ “There are no dull subjects . only dull 
writers!” The tale wags the dog in the Commer- 
cial Motion Picture and Slide Film industry. 
And emphatically! 

A radio promotion executive recently an- 
nounced that his department had “millions of 
ideas but found it difficult to find anyone who 
could transfer ideas to paper.” And that is 
primarily the difference between many writers’ 
pros and cons. That is one very good reason 
why capable merchandising-creative writers 
are scarcer in the Commercial Picture Industry 
than dental floss for hens’ teeth! 

Early in the game, “Creative men” in the 
commercial film world were tagged “Scenario 
Writers” or “Script Men.” These were two 
abortive definitions borrowed from Hollywood 
that should have been given back to that ad- 
jective-propounding branch of the film indus- 
try. Frankly, it’s an awful insult to call a man 
who is at once salesman, teacher, showman, en- 
tertainer, dramatist, humorist, critic, economist 
+ aa 
comparable to calling a President of a concern 


and diplomat . “Scenario Writer” 
“Assistant Typist” because he dictates letters 
typed by his secretary! 

Sally Rand had some pretty feathers in that 
fan but she had Technique. (Plenty of it) The 
secret of every crowd pleaser is Technique 
the best way to do the right thing. No matter 
how elaborate the equipment for its production 
a Sound Picture sinks or swims on the skill of 
the merchandising-creative writer. A Commer- 
cial writing staff with the type of individuals 
you want for your own picture has, possibly, 
the rarest combination of qualifications in con- 
temporary business. These Specialists qualify 
on six counts: 

First: A thorough understanding of Sound 
Business Practices, particularly marketing 
problems. 

Second: Successful sales experience in a va- 
riety of fields, both on the firing line and in 
executive capacities. 

Third: Advertising Agency experience, both 
in copy-writing and as account executives. 

Fourth: Mature business judgment of the 
kind that deservedly inspires the confidence of 
the client-executives with whom they work. 

Fifth: A comprehensive knowledge of Visual 
Education, the technique of the Drama and the 
Short Story. 

Sixth: Long Sound Pictures writing experi- 


ence that combines all the arbitrary “can’ts” 


THE 


MERCHANDISING-CREATIVE 


and “musts” of Sound Picture technique. 

Such men aren't easy to find nor are they to be 
had cheaply. They are a quick-thinking tem- 
peramental lot, in most instances, with back- 
grounds that make Gulliver and his travels a 
poor second. They can quote parables in noth- 
ing flat and can outsee the electric eye on your 
new radio set for tone and quality. The Greeks 
may have had a word for it but in plain Eng- 
lish it is just “Specialist.” 

Most of them think the Jordan automobile 
ads created many years ago are still the best 
ads ever created and printed. You can never 
mistake one for a college boy but there aren't 
many thick-waisted men in the business. In- 
variably one of them will spend an hour telling 
vou that a sentence is too long, and convince 
you of the fact. They think “bouncing babies” 
are fallacies and without half trying can com- 
pare anyone or anything to a piece of ma- 
chinery. 

An ace-commercial writer is one who can in- 
telligently understand the client’s problem and 
translate accurately into the Sound Picture the 
best thinking of the Sales, Sales Training and 
Sales Promotion executives. The writing of a 
script is just about the last thing a commercial 
writer has to do! 

When the writer comes to that stage of a job 
where he starts writing script his job is almost 
done. By the time he’s figured out who’s going 
to see his picture, under what conditions it will 
be shown, what the sponsor wants to show, 





WRITER COMES 
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what the audience will stand (and sit) for, how 
much the client has to spend, what the cost will 
be to present the best story economically and 
effectively—and how all the “musts,” “whats,” 
and “hows” can best be treated without depart- 
ing from sound showmanship . .. by that time 
the business writer has really mastered his sub- 
ject... then and only then is he ready to start 
writing. 

First of all a member of a producer’s perma- 
nent creative staff must know what he is writ- 
ing about ... he must deal with facts. He must 
be able to organize his material logically and 
with a keen appreciation of the important vs. 
the non-essential, the dull vs. the dramatic 
among his facts. He must then arrange his pre- 
sentation so that its objectives are crystal clear 
from the very beginning; he must tell his audi- 
ence immediately what he is going to do, he 
must tell them several times during the presen- 
tation what he is doing and, at the end, he must 
tell them forcefully what he has done. 

The Commercial Screen Writer must be abl 
to talk the language of an advertising agency 
because he frequently must create the picture 
along the lines that best fit the agency adver- 
tising program for a client. He must be a practi- 
cal merchandiser so he can talk the language of 
the product-customer and field force. He must 
have theatrical knowledge to make his product- 
picture compete with Hollywood theatrical 
productions. (Strangely enough if an intelli- 

(Please turn to Page 45) 
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@ THe FieLp of exhibit presentation and dis- 
play, the industrial motion picture has estab- 
lished itself as an invaluable aid. 

Both to those whose profession is the plan- 
ning, organizing and setting up of exhibits, and 
to exhibitors themselves who have a story to 
tell the general public by means of dramatized 
displays, industrial films serve as one more tool 
with whose help exhibitions may be rendered 
at once more effective and more efficient. 

Speaking from the viewpoint of the former, 
we at the New York Museum of Science and 
Industry have found that by the use of the 
industrial motion picture the scope of practi- 
cally any exhibit can be considerably enlarged. 
In translating its message into terms of archi- 
tectural housings and construction, a single 
individual exhibit can go only just so far. This 
is true for a number of good reasons, of which 
the best and most common, perhaps, is the 
limitation of space which must be taken into 
consideration under practically all circum- 
stances. 

The motion picture, however, is held within 
no such narrow boundaries. Even in the small 
span of a single reel, it can compress a story 
that might require an acre or so of floor space 
to portray by ordinary exhibition means, while 
given several reels the motion picture camera 
can place before the eyes of the observer pan 
oramas, processes and miscellaneous activities 
which he otherwise would have to travel miles 
and consume a great deal of time to see and to 
understand. 

To illustrate from our own use of industrial 
motion pictures in the Museum, we have in our 
textile division at the present time an exhibit 
demonstrating the manufacture of rayon, or 
ganized for us by the American Viscose Com 
pany. The exhibit itself consists of a long glass 
case of modern design, divided into three sec 


tions, and a continuous motion picture shown 


on a small hooded screen placed on top of the 
center section. 

In the first section, is a display showing the 
raw materials that go into the making of the 
viscose solution that, when spun, becomes 
rayon yarn, together with samples of these 
materials taken at various stages of the chemi- 
cal process. There is a block of spruce wood, 
then a pile of spruce chips, some sheets of cel- 
lulose, a pile of the sawdust-like crumbs of 
white alkali cellulose, the orange-colored cellu- 
lose xanthate, and, finally, a beakerful of vis- 
cose solution. 

Large photographs lining the walls and sides 
of the case make it clear that cotton and spruce 
together are converted into the sheets of cellu- 
lose; that the sheets are then mercerized by 
steeping in caustic soda solution and then 
shredded into large crumbs, after which liquid 
carbon disulphide is added, causing the crumb 
to turn orange and become xanthate, and, 
finally, how this xanthate crumb, dissolved in 
weak caustic soda solution, becomes viscose, 
resembling strained honey. 

From this, the visitor passes to the center 
section of the display, which is an operating 
exhibit giving a close-up demonstration of how 
viscose is converted into thread by being 
pumped through a spinnaret placed on the end 
of a feed pipe immersed in acid, and then, when 
the acid strikes it, is hardened and drawn off 


in the form of a thread by a spindle. 
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In the third part of the exhibit, the thread 
is shown as it comes from the spinning in cake 
form, and finally as gleaming finished yarn. 
Lengths of rayon in various patterns and color 
are draped in the background to show the final 
stage of the manufacturing process. 


So far so good. After viewing these three 
sections of the exhibit, the Museum visitor has 
a very fair general idea of the various stages 
through which spruce wood chips must pass 
in order to become cloth. He knows, for in- 
stance, that the chips become sheets of cellu- 
lose and that the cellulose sheets are turned 
into large white crumbs. But he does not know 
just how these miracles are brought about, and 
to find out —to actually see before his eyes 
wood chips being turned into cellulose sheets 
and cellulose sheets into crumbs — the average 
person would have to get some one in the indus- 
try to take him through a rayon manufacturing 
plant. 


Here, then, is where the moving picture 
comes in, bringing the whole exhibit alive and 
giving it unity and significance. After studying 
the various displays in the case, the visitor sits 
down comfortably on a chair before it and sees, 
in five minutes, the step-by-step process of 
rayon yarn manufacture presented in a series 
of animated diagrams, as entertaining in their 
way as Mickey Mouse cartoons. Presented 
under the title of “The Romance of Rayon,” 
the diagrams give a lively version of the viscose 
process by which Crown Rayon yarn is made. 
Sheets of cellulose go flying through the air on 
their way from the machine that made them to 
the acid bath that wili change them into 
crumbs; crumb-filled containers dump their 
contents unceremoniously into the next recep- 
tacle where chemical is added and the mixture 
converted to viscose; viscose miraculously is 


turned into filaments. 


The second part of the diagram is concerned 
with the actual spinning of the yarn. Here, too, 
ordinarily inanimate things take on personality 
and lead themselves a merry chase. Coils of 
thread fling themselves at the reeler, take a 
brisk ride and jump off as skeins. The skeins 
leap in to a washing machine, a bleaching ma- 
chine and eventually drop to a wrapping table 


RAY 


A> pec 


























ay safe with the “SPRO 


SAVE YOUR FILMS 


Years ago the claw, or “shuttle” type intermittent move- 
ment was discarded in theatre projectors. Its “punching” 
action was considered hard on film .. . it did not give as 
steady a picture as the rotary type “Geneva” movement. 
Counterpart of this modern 35mm. Geneva Movement 
is the De Vry 16mm. *Sprocket Intermittent action — 
EXCLUSIVELY A FEATURE OF THE DE VRY SPROCKET 
INTERMITTENT SOUND AND SILENT PROJECTORS. 
Film prints are valuable. Protect them with the smooth, 
rolling action of this professional type mechanism. 


How It Protects Film... 


Film is propelled intermittently by a compactly-designed 
oil-filled rotary intermittent action. Protects the sprocket 
holes because film is supported at all points, and because 
strain is divided between 5 sprocket holes instead of be- 
tween 2 or 3, as with the shuttle type projector. Protects 
the delicate sound-track, because, with the sprocket inter- 
mittent, FILM CANNOT GET OUT OF ALIGNMENT. 


— Also a Complete Line of 35mm. and 16mm. Equipment. 


PROTECT YOUR FILMS 
WITH ITS GENTLE 
ROLLING ACTION 
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DEVRY “FANS” 


Ford Motor Company 

International Harvester Co. 

Caterpillar Tractor Co. 

Firestone Tire & Rubber Co. 

Standard Oil (Indiana, N. J., La., Va.) 

B. F. Goodrich Company 

Allis Chalmers 

Pure Oil Company 

American League Ball Clubs 

Bell Telephone Company 

Goodyear Tire & Rubber Co. 

General Electric Mig. Co. 

Calumet Oil Co. 

Chicago and Northwestern Ry. Co. 

American Steel and Wire 

Armstrong Cork Co. 

Edward G. Budd Mig. Co. 

California Fruit Growers’ Ass‘n. 

Buick Motor Co. 

Crowell Publishing Co. 

Dollar Line 

Grace Line 

Cunard White Star Lines 

Erie R. R. Co. 

Marshall Field and Co. 

H. J. Heinz Co. 

Jewell Tea 

Kelvinator Co. 

Pan American Airways 

Swift and Company 

Brown and Williamson Tobacco Co. 
— and many, many others 
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THE SHOW WILL GO ON 





SINCE ALMOST THE BEGINNING OF MOTION PIC- 
TURES the De Vry organization has served industrials, 
schools, AND THEATRES . .. with equipment designed 
for widely varying requirements. 

“The Show Must Go On!” is a slogan not taken lightly 
in the De Vry organization. Every executive, every em- 
ployee has been schooled in the rigid and exacting re- 
quirements of theatre projection. 

Needless to say, the same high standards of workman- 
ship and materials have become part and parcel of De Vry 
16mm. equipment... built to last... built to “take it”... 
built to insure, even under most adverse of conditions, 
that the show will go on! 

For example ... the De Vry exclusive double-exciter 
lamp system means—in the event of failure of one exciter 
—that without stopping the projector or show, the other 
may be immediately switched into position. 


Help For Your Shows 
De Vry Industrial Service offers you, without 
cost or obligation: 


(1) Consultation on production and Distribu- 
tion problems. 


(2) Monthly bulletins covering all phases of 
business movies. 


(3) Valuable assistance and advice in plan- 
ning film campaigns. 


SEND FOR IT TODAY 


“GLORIFY YOUR PRODUCT” 
A VALUABLE FREE BOOKLET ON 
INDUSTRIAL FILMS. 


, ILLINOIS 
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‘With the Compliments of 
es Company, Ma'am’ 
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All over the country, 
every day, cheerful, effi- 
cient, smartly uniformed 
Postal Telegraph messen- 
gers are delivering sam- 
ples and other advertising 
materials—adding punch 
and emphasis to the sales 
messages of smart mer- 


chandisers everywhere. 
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A breakfast food manufacturer distributed millions of samples hundreds ot manufacturers, jobbers, retailers and agents during 
throughout the U.S... . a hair-oil manufacturer tested the market the past six or seven years have used Postal Telegraph’s special 
for a new product ...an automobile concern distributed in 1,100 messenger service as an integral part of their advertising and sales 
cities more than a million and a quarter invitations from its presi- promotion campaigns. 

dent to prospective customers to visit the showing of a new car... Here is a service, which for quick coverage of a nation, a sec- 
a nationally known manufacturer of surgical appliances tion, a city or a neighborhood, may be used to reach any 


distributed messages and show cards to more than 20,000 
drug stores in one day, tying into a national newspaper 


advertising campaign ... and so it goes. Hundreds upon 





fostal Telegraph 


number of persons in a highly individualized manner—and 
at a cost which is surprisingly low. A Postal Telegraph 


representative will call at your request. 


BUSINESS SCREEN IS DISTRIBUTED BY POSTAL TELEGRAPH MESSENGER 
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where a piece of cloth wraps itself dexterously 
around them and whisks into a centrifugal 
extractor to have surplus moisture removed. 
Thence to an unwrapping table, and the skeins, 
free once more, hurl themselves at a rod where 
they dangle, shaking themselves out into fluffy 
strands. A quick trip to a dryer, a sorter and a 
weighing machine, and the skeins hand them- 
selves over to a bundler to be made ready for 
packing. The last seen of them, they are leap- 
ing int6 a packing case, the lid closes down on 
them and they are off to be made into the shin- 
ing fabrics that are shown to complete the film. 
ANIMATION IS POPULAR 

To accomplish the particular purpose for 
which this film was used, that is, to supplement 
and round out the exhibit and thus give the 
visitor, as concisely as possible, a good general 
idea of a specific manufacturing process, the 
animated diagram is an ideal type of industrial 
motion picture. It covers the desired ground 
comprehensively and yet briefly; it strips the 
subject of technical mysteries and puts it into 
understandable language for the layman; and 
it does all this with a light touch that has an 
entertainment value all its own. 

Another current exhibit in which we are 
using an industrial motion picture is one deal- 
ing with the historical development of locks 
and keys. Arranged by the Yale and Towne 
Manufacturing Company, it consists of a large 
number of ancient and modern locks, begin- 
ning with a replica of a 4,000-year-old Egyptian 
device, the oldest known form of lock, and 
finishing with a group of modern bank locks. 

Many of the locks are arranged with their 
mechanisms either openly exposed or with a 
transparent cover, so that visitors, locking and 
unlocking them at will, may observe the actual 
movement of the mechanical parts as they do 
so. Others are in continuous operation by them- 
selves. One entire side of the exhibit is devoted 
to the development of the bank lock, in the 
circular center panel of which is a large modern 
combination safe lock which the visitor manip- 
ulates in accordance with printed instructions 
explaining the combination. Above, at one side, 
is the small motion picture screen, upon which, 
when the visitor presses a push button, ap- 
pears a picture which, in effect, takes him 
actually inside a bank and shows the workings 


of its vault. Instead of an animated diagram, 
this picture presents the people of the bank 
going about their business in connection with 


the vault. Close-ups of the mechanism of the 
lock’s operation are shown, and when the two- 
minute film has run itself out, those who have 
been watching it have a pretty good idea of 
what a vault means to a bank and how it oper- 
ates. If they haven't, and want to set them- 
selves a bit straighter on some of the fine points, 
all they have to do is to press the button again 
and run the film once more. 

Here, again, another of the great virtues of 
the motion picture as an exhibit aid becomes 
clear. Wherever desirable, the film may be set 
so that the visitor himself can start it, and can 
do so as many times as he wishes to see the 
picture. Thus he has a unique opportunity for 
studying, without interference, any process or 
operation that particularly interests him. 

In an exhibit of modern business machines 
sponsored by the International Business Ma- 
chines Company, still another motion picture 
is used. This one, like that in the rayon manu- 
facturing exhibit, is continuous, running some 
five or six minutes. It gives a detailed step- 
by-step demonstration of the punched card 
method of electrical accounting, the actual 
machines doing this work being shown as part 
of the exhibit itself. In the exhibit, the visitor 
sees the machine methodically turning out the 
cards; in the picture, he sees what actually 
goes on inside the machine itself as it does its 
work, enabling it to count, sort, punch in the 
proper places, and otherwise virtually “think 
like a man.” 


FILMS ON VARIED SUBJECTS SHOWN 


Other films being shown in Museum exhibits 
at the present time are a push-button-operated 
one picturing the manufacture of asbestos, run- 
ning in connection with an asbestos exhibit 
sponsored by the Johns-Manville Corporation: 
a continuous picture demonstrating the use of 
the pola-screen in photography, this as a fea- 
ture of a Polaroid exhibition; a three-dimen- 
sional motion picture in color, also part of the 
Polaroid exhibition; and two push-button- 
operated films used in connection with an ex- 
hibition called The Story of Man, dealing 
with the movements of the stomach and of the 
intestines respectively. These two are displayed 
in a rather unique manner, the moving picture 
screen in each case being built into a large 
wooden figure of a man, in order that the pic- 
tures may appear in the exact location of the 
organs whose function and operation are being 
shown. 


Robert P. Shaw 
Director, New York 
Vuseum of Science 
and Industry, 


Rockefeller Center 





The most extensive use being made of indus- 
trial motion pictures in any single exhibit at 
present in the Museum is in an exhibition of 
the manufacture, fabrication and applications 
of stainless steel, organized by the Allegheny 
Steel Company and the Ludlum Steel Com- 
pany’s Steels of Today and Tomorrow. 
STAINLESS STEEL SHOW 

Here, a large and varied group of displays 
lines both sides and the ends of a long aisle, 
terminating in an artistic and compact little 
motion picture theatre, specially built for the 
occasion with a proscenium arch and general 
architectural decoration of stainless steel. All 
along the aisle, individual exhibits in contin- 
uous motion, push-button displays and unusual 
operating demonstrations that visitors may 
work themselves make this one of the most 
outstanding and colorful exhibitions of its kind 
that the Museum has ever presented. 

In all, four different short films are shown in 
the course of the demonstration. The first of 
them follows the lecturer’s remarks on stainless 
steel in the home, in which he stresses the new 
paper-thin stainless steel and the new colored 
product, in which the color is actually in the 
steel itself. The picture then shows how the 
paper-thin steel, or Ludlite, can be cut by scis- 
sors and easily applied to walls of a kitchen or 
bathroom, or to the walls of such a plant as a 
dairy. Moving on to the next section, the 
lecturer pauses to explain the properties of 
stainless steel, such as heat and corrosion re- 
sistance, and so forth, following this with a 
film showing stainless steel utensils in the mak- 
ing. A third stop, and the lecturer tells his 
audience how stainless steel is used in the field 
of transportation, on land, sea and in the air. 

(Please turn to Page 46) 














UNIVERSAL If f, 
SOUND PROJECTORS 23 
New All-Purpose Model 


Combined utility is offered in this 
newly designed 16MM Sound Pro- 
jector. Precision built. Completely 
flexible for the varied demands 
of classroom and auditorium. 
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Complete, ready to operate 


Universal Sound Projector 
SENTRY SAFETY CONTROL CORP. 
1923 Oxford St., Phila., Pa. 
Show Room— 1600 Broadway, N. Y.C. 
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ness was by no means the first to experience 


Cooper's Slide Films 
Aid Trade Revival 


@ No longer than five vears ago, the entire 
men’s underwear business was in the doldrums. 

Underwear manufacturing reflected the sadly 
depleted state of men’s dressers. Over a period 
of a few vears, the value of the average man’s 
underwear inventory had dwindled from al- 
most $15 to something under $4. The decrease 
reflected the accepted change in male under- 
wear habits from a variety of weights for 
various seasons to the wearing of nondescript 
broadcloth shorts clear around the calendar. 

The situation was inevitably reflected in 
thousands of stores across the country. What 
had once been a profitable underwear depart- 
ment in most of these stores had become little 
more than a necessary nuisance and, in thou- 
sands of cases, an expensive, space-occupying 
money-losing nuisance. 

How all this came about is without the prov- 
But it meant that another 
important industry was dragging anchor on the 


ince of this article. 


shoals of trade stagnation. The underwear busi- 
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Studios as a national sales representative 


CREATION tor Screen Broadcast 
distributors of minute 
out a complet 

DIRECTION 


of these pictures. 


STUDIO 
FACILITIES 


DISTRIBUTION 


( /orporat ion, 
rounds 


4-point service for users 


to plan, write and produce movie playlets 
to combine effectively sound and action that 
vividly visualizes, maintains suspense, packs 
a real sales punch, and develops a climax — all 
in a picture on the screen for only 60 seconds. 

Playlets, in experienced hands, provide a 
new, dynamic, selling power. The best proof 
of this fact is seen in the many repeat orders 
from West Coast clients whose screen adver 
tising investments have brought definite re 
turns in increased sales. 


Let us tell you all about it. 


DISTRIBUTION 


The appointment of West Coast Sound 


campaign, trom script writing to de 
livery of the message on more than 6000 
theater screens can now be bought as a 
single package. Write for a copy of 
Guide To Eftective Theater Advertis 


All phases of a theater ing 


WEST COAST SOUND STUDIOS. Inc. 


510 west 57° ST., NEW YORK, N.Y. 


CIRCLE 7-2062 





National Sales Representative — Screen Broadcast Corporation 
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such a condition. Some industries are in similar 
shape right now. And others have been pulled 
out of these seemingly permanent slumps by 
what have been little less than merchandising 
miracles. 

That is exactly what happened in the field of 
men’s underwear. The lightning struck in 
Kenosha, Wisconsin, a garment manufacturing 
city of modest size north of Chicago on the 
shore of Lake Michigan, and the home of Coop- 
ers, Incorporated, which was just another 
money-losing concern in the manufacturing 


end of the underwear business. 
REDESIGN IDEA FIGURES 

Coopers’ method of lifting an entire industry 
almost by its bootstraps isn’t exactly new. It 
involved the basic ideas which other businesses 
and industries have used to alter national 
habits and thereby transform big, bad losses 
into neat net profits . . . such ideas as re-de- 
signing a line to include really worth while fea- 
tures and with emphasis on style. 

Initiative, ingenuity, 
signing finally gave birth to Jockey underwear 
for men. 


designing and_ re-de- 


The same thorough experimenting 
and testing that developed the line were em- 
ployed to prove its merchandising possibilities 
on a test scale. And now Coopers were ready 
to let go both barrels on what wasn’t just a new 
line of men’s underwear but on something that 
added up to a marvelous merchandising op- 
portunity. 

Of course, every idea, however good, has to 
be sold. And the problem to be solved in this 
instance was composed of thousands of under- 
wear retailers, scattered across the nation, and 
long since rendered apathetic by the chronic 
slump into which the men’s underwear busi- 
ness had descended. 

Coopers’ has wholesale outlets. And the fac- 
tory also keeps 75 salesmen of its own con- 
stantly in the field. But these men are under- 
wear salesmen, not sales promotion men. They 
aren't public speakers or showmen. They aren't 
supposed to be. They don’t even know the 
lingo of sales promotion. And selling the trade 
Coopers’ new Jockey line and Jockey promo- 
tions wasn’t just a selling job. It was a sales 
promotional job as well. 


SLIDE FILMS SUGGESTED 

So, though Coopers’ had a story of trade sal- 
vation to tell, progress in getting it across was 
at first discouragingly slow. Then, one day, a 
representative of a commercial film producer 
suggested to Coopers’ that they make a modest 
test of sound slide film possibilities. And the 


(Continued on Page 36) 























Globe-Union Builds 
Sales Campaign on 
Slide Film Programs 


@ Early in 1938 the Battery Sales Department 
combined all forces to help Globe Battery 
Dealers sell more batteries more profitably. 

Profit Power” was the 


slogan adopted to unify all activity. 


“Spinning Power 


Although numerous types of visual presenta- 
tions had been used by Globe salesmen in their 
contacts with active and prospective retail 
dealer outlets, the slide-sound type of presenta- 
tion had not been previously employed. 

The film produced contains 98 carefully se- 
lected photo frames and a double-side record. 
It was produced under the supervision of the 
Company’s own department. Films, records 
and the new junior-size sound slide machines 
were supplied to all salaried salesmen. 

The general content of the presentation can 
be classified in this manner: 

1.A View of the Battery Market 

2.1938 Sales Promotion Plan 

3. Equipping the Battery Sales and Service 

Department. 

At the outset of the 1988 campaign, Globe 
dealers were greeted as “Battery Merchants,” 
and their side of the profit story 
selling the battery with “Spinning Power’- 
originated with the market. The analysis of the 
market, as presented in the film and supple- 


profit from 


mentary manuals and mailing pieces, registered 
very effectively in the minds of the majority of 
these “New Day Battery Merchants.” 

This view of the market represented a logical 
starting place: 
When do Failures Occur? 

657 of all battery failures occur before 

8:30 A.M. 

20% of all battery failures occur during the 

daylight. 

15% of all battery failures occur at night 

after 7:30 P.M. 
Where do Battery Failures Occur? 

75% of all batteries fail in the motorist’s 

garage. 

257, of all batteries fail elsewhere. 
What do Car Owners do to Remedy the 
Failure? 

457% telephone for rental service. 

457, drive to the station after being pushed 

or towed. 

9% walk to enlist service. 
1% miscellaneous ways. 

* Since 75% of all battery failures occur in the 
motorist’s garage — right in the Merchant's 
own neighborhood — this fact was given major 
emphasis on the first page of a permanent sales 
manual. Copies of this manual which contains 
much of the material presented in the sound- 
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(Continued on Page 37) 
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The value and effi- 
ciency of sound-slide 
films as a sales train- 
ing medium and busi- 
ness stimulant have 
been proved by 300 
companies — large 
and small— using 
20,000 Illustravox 


units. 


ILLUSTRAVOX 
JUNIOR 


ILLUSTRAVOX CAN INSPIRE AND TRAIN 


your salesmen and dealers by convincingly projecting 
your sales story in words and pictures. It commands 
attention until your perfected story is told — and re- 
peats with never failing enthusiasm. It will MULTIPLY 
the effectiveness of your selling effort. You will find it 
your most powerful yet economical selling and train- 
ing aid. 


Investigate its application to your business by conferring with film service companies or — 


ELECTRO-ACOUSTIC PRODUCTS DIVISION 


The Magnavox Co., Incorporated «© FORT WAYNE, INDIANA 


























® Metals — and the Film Industry 


THINGS 
TO 
COME: 


these and many other noteworthy features will be seen in the pages of the forth- 


® Department Store Promotion — by Zenn Kaufman 
® Government Films and Bureau Activities 


® Color!'—A Sequel to this month’s color article 


coming issue number four of Business Screen, The Magazine 
of Commercial and Educational Films. 





























ANOTHER UUTSTANDING 
DEVELUPMENT 
....by SUUND PROJECTS 
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Model L-103 shown above. Suitable for 

audiences to 100. Other models available 
A new unit emerges forth this month, identical in appear- 
ance to the model 103 as illustrated above, but expressly 
designed for rural or industrial ‘on the spot’ sales where 
conventional current is lacking. Made to operate from 6 
volt storage batteries. Excellent tone quality and ample 
illumination provided. Learn more about this and other 
models by contacting your dealer or write to us direct. 


SUUND PROJECTS COMPANY 


3140 WALTON STREET CHICAGO 
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An address of prestige where the 
discriminating traveler may relax in 
an atmosphere of refinement. Under 
the same management as The Drake 
and The Blackstone in Chicago. 


A.S. Kirkeby, Managing Director 
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factory soon after sent its first production, 
Streamlined Men, into the field. 

Thanks to ingenious organization, that first 
slide film, confined to a 12-inch recording, did 
double duty. One side of the recording told a 
dramatized nine-minute story about Jockey 
underwear that not only led up to the story of 
the merchandising program for retailers but 
also served as an interesting show for civic 
groups, luncheon clubs — in fact, any organiza- 
tion that gathers men together in one place. 


FILM REVOLUTIONIZES RESULTS 


Coopers’ had no difficulty in showing the first 
half of the sound slide film to hundreds of con- 
sumer groups. 

And that first film immediately revolution- 
ized results with the trade. 

“Where it had been difficult, in many cases 
impossible, for our salesmen to tell the com- 
plete story just to the buyer, the slide film en- 
abled them to tell the story, not only in com- 
plete detail but also to everybody in a store in 
any way concerned with men’s underwear,” re- 
ports A. R. Kneibler, vice president and sales 
director of Coopers’. 

“Usually our salesmen first show the film to 
the underwear buyer and, in large stores, to his 
assistant. Getting this first showing is easy. All 
they need do is express a desire to put on a 
show. Then, after the boss has seen our film, 
the salesman in most cases couldn’t avoid show- 
ing the film to the entire underwear depart- 
ment, even though he wanted to. 

“The group showing is generally made at the 
store before or after business hours. Occasion- 
ally the salesman gets the group together at his 
hotel. But, however he chooses to set up his 
group showing, a slide film is always the perfect 
kick-off for an enthusiastic meeting on local 
Jockey underwear promotion. 

SUCCESS NOT THEORETICAL 

“With slide films we've licked a problem that 
began with our own sales organization and ex- 
tended into every town in the United States. 

“Our success with films isn’t just theoretical. 
In the year since we first started using the me- 
dium, we've been able to obtain close promo- 
tional cooperation in the outstanding stores in 
every state. With films, we've been able to edu- 
cate several thousand sales people in practical, 
specific, result-getting sales methods. It is a 
provable fact that our business has steadily in- 
creased in almost every store where a slide film 
has been shown and the pickup is always im- 
mediately discernible after the film showing. 

“Our first slide film also enabled us to open 
hundreds of new accounts. And, while results 
of a promotional effort can rarely if ever be 


(Please turn to Page 38) 
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film strip seen in Coopers’ 
“Hothouse Legs”. Wilding 


Picture Productions. 
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(Continued from Page 35) 
slide presentation were handed to Battery Mer- 
chants immediately after holding their first 
showing of the sound slidefilm. 

With this complete sales manual, “The Dawn 
of a New Day,” Battery Merchants were able 
to review the contents of the film at their own 
leisure and convenience. 

The second section of the film, as well as the 
manual, briefly introduced 6 promotion plans 
to help the Merchant increase the volume of his 
battery sales. The promotions were also illus- 
trated and fully described in large, three-color 
broadsides which are released at regular 6- 
week intervals. 

1. With the purchase of 6 batteries the Mer- 
chant was entitled to a choice of three- 
color, metal identification signs. 

.A free battery tool set is supplied as the 
plus value to Merchants who purchase 6 


hs) 


batteries with their merchandising display 
and battery tester. 

3. Free government postal cards are given 
to Merchants who sign up for the Warn- 
O-Meter promotions and 6 standard bat- 
teries. The Warn-O-Meters are given free 
to new customers. 

4. A Giant Window Cutout Display is given 
to Merchants on the fourth promotion. 
5. With an order for 6 batteries an attractive, 

window-flasher, electric-sign is given away. 


}. Finally, as announced in the film and the 
manual patterned after the film, described 
in a separate broadside mailing, is a group 
of 5 government postal cards printed at- 
tractively in two colors to keep motorists 
coming in for free battery service. 

* The third step in the campaign, as originated 

in the film, is an urge to equip stations thor- 

oughly for service. The importance of the hy- 
drometer test, battery testing apparatus, and 
charging equipment is covered in detail. And, 

a tried and proven system for consumer follow- 

up — both by mail and by telephone is recom- 

mended. 

As evidenced by the steady flow of favorable 
film showing reports, Globe salesmen and dis- 
tributor salesmen have made splendid use of 
their first sound slidefilm. 

With the aid of the standardized sales pres- 
entation in printed form, “The Dawn of a 
New Day,” Merchants have succeeded in mak- 
ing their personnel more conscious of the pos- 
sibilities of effective battery operation. 

And, with the series of six follow-through 
broadsides, jobber salesmen have very success- 
fully kept Merchants’ stock complete, fresh. 

During the generally difficult months of the 
passing recession, the curve of Globe battery 
sales has traveled contrary to the trend. Sales 
during the past few months have greatly ex- 
ceeded comparable periods for 1937. 


FAST ACTION s20Lly 





The Modern Way To Dramatize Your 





MANY STYLES 


Sales or Training Program 


Progressive companies, more and more, are 
using slidefilms, silent and sound, in person- 
nel work, dealer relations and consumer sell- 
ing not only because of the economy of this 
medium but because it alone permits dramatic 
effects impossible with other visual aids. 








Silent or Sound 


For brilliant theater 


quality pictur 

specify S. V. I 
Picturol Projectors in 
your sound slidefilrm 


units 


PICTUROL 
PROJECTORS 


Today's critical audiences expect theater-quality projection. 
S. V. E. Picturol Projectors have proved their superior efficiency 
for more than 18 years. Thousands of units in the service of such 
well known firms as Chrysler, Coca-Cola, Crane, Firestone, Ford, 
General Foods, General Motors and Standard Brands are daily 
presenting slidefilms at their brightest and best. Other projectors. 
may look like S. V. E. equipment but none can duplicate its 
patented features and time-proved superior performance. Write 
for your free copy of the interesting folder “Salesmen Are Made” 


which illustrates S. V. E. Picturol Projectors for every 


requirement. 


SOCIETY FOR VISUAL EDUCATION, INC. 
I Dept. 98, 327 S. La Salle St., Chicago, II. 


Send immediately your free folder ‘‘Salesmen Are Made” describ- 


ing S. V. E. Picturol Projectors. 











I Tell us about your new S. V. E. Automatic Filmslide Take-Up. 
i Name 

Firm Name 
| Address 

















But 





KODACHROME 


is Practical— 





NOW... 





color ILLUSTRATIONS 


152 West 42nd St., New York, N.Y. 
LOngoacre 5-9255 























business 
or pleasure 


it is Results you 
want. . so select the 


RCA 16 mm 
Sound on Film 


camera and bes assured of get- 
ting results you can be proud 
of ... Bass engineers have 
perfected accessory apparatus 
assuring you of successful work 

. - made as easily as “silent 
films”. Our special department 
for 





Industrial apparatus for 
making moving pictures 


is at your service. Come in or 
write us of your needs. 


Write for special Cine Bass 
Bargaingram No. 234. . . list- 
ing thousands of items 8 and 
16mm. — sound and silent... 
all real values. 

















179 West Madison Street 
CHICAGO, ILLINOIS 














COLOR TELLS IT AND SELLS QT! — trom sate 


print by projection through the celluloid upon 
a specially prepared stock, which is then de- 
veloped and processed in such a manner as to 
produce positive relief images in hardened gela- 
tin. These three hardened gelatin reliefs are 
then used as printing matrices which absorb 
dye. This dye is then transferred by imbibition 
printing to another film strip which, when it 
has received all three transfers, becomes the 
final completed print ready for projection. To 
carry on the process of imbibition, it is neces- 
sary merely to press the matrix film into close 
contact with a properly prepared blank film 
and hold it there for several minutes. Matrices, 
of course, can be used over and over again. 

The art of the color cinematographer is in- 
termediate between that of the painter and 
that of the stage artist. The painter has to work 
with pigments having a limited range of con- 
trast but has great freedom of choice as to com- 
position. The stage artist works with light, and 
so does not encounter the pigment limitation; 
but he must select his costumes, backgrounds, 
etc., to be harmonious in a great variety of ar- 
rangements, most of which are more or less out 
of his control. In color cinematography the dif- 
ficulties of both are combined; there is the pig- 
ment limitation combined with the compara- 
tive lack of control of composition. 

In color photography, it is necessary to op- 
erate at rather high levels of illumination. If 
one is not careful, this may lead to a condition 
like this: given only relatively weak light- 
sources, one finds it necessary to use a great 
many of these sources, in order to attain an 
adequate level. The widespread distribution 
of these units then tends to kill all shadows and 
eliminate modeling on faces. If, then, the at- 
tempt is made to provide modeling by super- 
imposing a localized shaft of light, as from a 
spot-light, the face is burned up, blotchy, and 
generally unrecognizable. The way out of this 
dilemma is to recognize that modeling should 
properly be produced by shadows, and to use 
fewer and brighter sources or to mass the 
sources of illumination so that shadows have a 
chance to exist. In other words, it is Just as im- 
portant for the cameraman to determine direc- 
tions from which light shall not come as it is 
to determine directions from which light shall 
come, 

While color contrasts will occasionally pro- 
duce a pleasing result when flatly lighted, that 
is not the way to get sharp photography, nor 
in general, the most pleasing photography. The 
Technicolor process is capable of reproducing 
a full scale of contrasts and those effects of 
light and shade (chiaroscuro) , and those direc- 
tional effects so striking in black-and-white are 
even more effective in color. These considera- 
tions apply not only to the lighting of figures 
and faces but also to the design and lighting of 
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sets. In the design and painting of sets, the art 
director should have in mind the cameraman’s 
problem of achieving the necessary light levels 
with a minimum number of sources of illumina- 
tion. Under these conditions, it is always much 
easier to keep parts of a set in low key by keep- 
ing light away from them, than it is to paint 
them dark and then be forced to illuminate 
them strongly. 

It is the policy of the Technicolor Company 
to organize and maintain a nucleus camera de- 
partment and color art department for the pur- 
pose of accumulating experience and dissem- 
inating information and advice as to the skill- 
ful and effective use of Technicolor. Beyond 
this nucleus the policy is to invite cooperation 
from the studio organizations and especially 
from those cameramen and art directors who 
desire to continue to lead in their respective 
fields. These men will generally be surprised, 
first, at the extent to which their conscious 
sense of color has become atrophied through 
lack of use while working in black-and-white; 
second, at the speed with which they can regain 
it; and, third, at the utter inadequacy of black- 
and-white photography in comparison with 
good color photography.* 


*from “The Technicolor Process of Three-Color Cinematography 
by J. A. Ball, Vice-President and Technical Director, Technicolor Mo 
tion Picture Corp., Hollywood, California, originally presented at 
meeting of the Technicians Branch of the Academy of Motion Picture 
Arts and Sciences and reprinted from the Journal of the Society of Motior 
Picture Engineers, Vol. XXV. No 





COOPER'S SLIDE FILMS .. . 


(Continued from the previous page) 
measured right down to the last nickel’s worth, 
the fact remains that our first slide film had a 
lot to do with increasing our business to a point 
where we were justified in doubling our adver- 
tising appropriation for 1938, only a_ few 
months after that first production. 

“There’s another value we've enjoyed as a 
result of our use of sound slide films that can’t 
be measured in monetary terms but that is just 
as important. By introducing the use of the 
sound slide film into the men’s underwear field, 
on top of our development of Jockey under- 
wear, we scored another “first” and thus helped 
build up the reputation we are constantly seek- 
ing as the source of modern merchandise and 
alert merchandising.” 

Coopers’ latest slide film production, Hot 
House Legs, just released to every Coopers’ 
salesman, is devoted to the merchandising of 
Jockey Longs which last season made a definite 
start toward putting long underwear back on 
the finest flower of American manhood during 
the shiver season. Hot House Legs is also or- 
ganized to serve for consumer as well as trade 
shows and in the latter case is shown intro- 
ductory to a second film which covers Coopers’ 
current advertising and merchandising. 




















THE COMMERCIAL NEWSREEL 


* Announcement that Hiram Walker had contracted for an additional 
1500 showings of the instructional sound motion picture Keeping Na- 
ture on Its Course was made last fortnight by Frank Arlinghaus, presi- 
dent of Modern Talking Picture Service who have been distributing 
the film since its first release. The showings will be made during the pres- 





ent fall.and early winter season. 


* Another announcement of great interest was that of the inaugural of 
Photo-Sound, the sound slide film division of Sarra, Inc., nationally 
famous illustrative photographer. Shirley MacDonald, well-known in 


soundslide film circles and an extremely capable producing director of 


extremeny ¢ . The latest business expansion move made 
these subjects was formerly with Vocalpix and Spoor and Ahbe, Miss 


MacDonald will be assisted at Photo-Sound by Harry Lang. necessary by Cinecolor’s consistent progress 
* The adaptation of the popular Castle Films home movie subjects to is the magnificent asetad $250,000 plant now 
commercial programs by such concerns as Shell Oil and others brings to being erected in Burbank and shown above 
mind that these newsreel and short subjects are ideal as program open- , ° , . 

rae ihe in architect's drawing — another monument 
ers and offer a sustained interest unequalled by the most golden-voiced 
salesmanager stalling for time on a film program. American Legion—Los to the widespread acceptance of this remark- 


Angeles — 1938. See Number 4, Preview of the World’s Fairs, and other 


| 
typical subjects will be useful and are, of course, extremely economical. able color proaaaes 














* In the extensive color-section sequel to this month’s introductory 
color articles, Business Screen will feature descriptive comments on the 
new Cosmocolor, an exclusive Wilding feature, and on Dunningcolor, 
Telco-Color, Brewster-Color and several other current methods. The 
advantages, pro and con, will be thoroughly aired. 


* A non-Commercial, scientific movie in color was recently made at the 
Sherwin-Williams plant in Newark, N. J., by the Vitaphone Shorts, 
321 W. 44th Street, New York City. The film, sponsored by Mechanics 
Illustrated, will be released during August and September to more than 
8,000 theatres. Automotive jobbers, refinishers and others interested in 
seeing how paint and varnish are made may get details on when and 
where the movie will be shown, by writing to the movie company at the 
above address. — The Autobody Trimmer & Painter. 





* Back of the growing move for sponsored films, besides the desire to get 
advertising for commercial accounts into domestic theatres, is the urge 
to get the advertising plugs into foreign countries. American national 
advertisers see films as a means of introducing their products in coun- 
tries, mainly British, and some continental European countries, that bar 
advertising from the air. With governmental restrictions against com- 
mercial broadcasts, these American advertisers see a way to reach big 
European audiences through Hollywood films. — The Hollywood Rep. 





THE “‘ELECTROL"’ 
a motor-driven 
model, is the lat 
est development 


ee a 
Distinguished 


The Drake offers every luxury and con- 


in the DA-LITE venience of fine living on Chicago's 
ine of dependa- ‘ 

ble projection Gold Coast, overlooking Lake Michigan. 
screens The 

ELECTROL AS. Kitkeby, Managing Director 


is especially 
adapted to con 
ditions in school 


rooms, churches, 
clubs, small thea 
— = 0 fa 0 


LAKE SHORE DRIVE - CHICAGO 
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Two typical small 
theatres are ideal 


for sales meetings 
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ANU YET... 





More than just a business address, 20 North Wacker Drive’s superb facili- 
ties include a luxurious luncheon club, meeting rooms for groups from 
three to three-thousand persons and complete accommodations for sales 
meetings, conventions and trade shows superior to any in Chicago! Here, 
under one roof, are all sizes of modern offices and in addition, the con- 
venience of conference and group meeting rooms, private dining rooms 
for luncheon or dinner gatherings or the most extensive and complete 
stages and theatres for a national convention. Studio theatres suitable for 
motion picture and slide film presentation are available for large or small 
groups. 20 North Wacker Drive has the unusual advantage of central loca- 
tion with most of Chicago’s major railroad stations and local transporta- 
tion lines within a few minutes radius. Towering over the entire business 
section, 20 North Wacker affords incomparably light and airy facilities 
for your office headquarters in Chicago. Plus reasonable rentals and the 


economy of its many convenient meeting rooms, theatres and restaurants. 


Address Inquiries to the Office of the President, J. C. Thompson 


20 North Wacker Drive (The Civic Opera Building) Chicago 
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COMPLETELY 
IN STEP WITH TODAY'S NEEDS 


@ Modern selling demands new tech- 


niques in sales meetings and conven- 
tions. Motion pictures and slide 
films, dramatic playlets, all play 
their part in the drama of salesmak- 
ing. 20 North Wacker Drive, with its 
three theatres (Civic Opera, Civic 
Theatre, Electric Theatre, and two 
Studios) including the facilities of a 
luxurious club, offers the finest loca- 
tion for such occasions plus most 


convenient office headquarters. 


You are invited to visit 20 North 


Wacker Drive and to see for your- 


self its many unusual advantages. 





The Civic Opera Theatre 
is a world-famous center 





The Civic theatre —a per- 
fect setting for dealer shows 


NURTH WAChER DRIVE 























BRIEF REVIEWS OF THEE LATEST:-FILWS 


@ New films released for distribution during 
recent weeks are reported by this department 
prior to their screening in the prevue theatre 
of Business Screen. Sponsors are invited to 
submit film subjects for review to the Screen 
Service Bureau of Business Screen, 


North Wacker Drive, Chicago. 


Twenty 


EastMAN Kopak Company and J. E. Brula- 
tour, Eastman film distributor screened the 
‘company’s new industrial feature Highlights 
and Shadows in prevue showings recently. A 
55-minute feature, the film covers every phase 
of the activities of the Eastman Company at 
Rochester with emphasis on the production of 
motion picture stock, the basic product of the 
entire film industry. First-rate photography, 
of course, is a notable part of this production. 


LACKAWANNA & WesteRN COAL 
Company has been showing a new film on its 


DELAWARE, 


Blue Coal before dealer and salesmen groups 





“Life Is What We Make It” is the title of the 
Dairy Council film from which the above scene 
is taken. 


in fourteen cities the past month in anthracite 
consuming territories. Later to be available for 
other uses, the film is a one-reel production by 
the Jam Handy Organization and presents the 
story of the mining, processing and marketing 
of the product. 


Tue Hasoca Corporation of Philadelphia has 
been conducting a series of FHA meetings at 
The Making of Brass 


which its new movie, 
Work, is shown. 


F. E. Myers anp Bro. Co. of Ashland, Ohio 
have just finished a full length silent movie en- 
titled Running Water. In two parts, the film 
is intended to appeal to rural audiences only. 


AMERICAN Can Company showed its new cof- 
ee promotion film Jerry Pulls the Strings to 
groups in New York and at French Lick 
Springs. The film is reviewed at length in the 
Film Review section. Caravel Films produced. 


NATIONAL CARBON ComMPaAny has a series of 
8-reels of sound motion pictures titled The 


Eveready Prestone Review which it is show- 
ing to national dealer groups and which will be 
distributed by company representatives there- 
after. Produced by West Coast Sound Studios, 
the pictures include reels of animating, (car- 
toon and technical) a news travelogue and a 
product merchandising film of 4 reels. 


E. I. pu Pont pe Nemours, Inc. have released 
Cool Heads to interested automobile agents 
and service stations. Produced by Audio Pro- 
ductions, Inc., Cool Heads is a 3-reel exposition 
on Zerone, the du Pont anti-freeze solution. 


Eruyt GAsoLiIne Corporation’s new sound 
motion picture is the 3-reel feature Guilty or 
Not Guilty which was produced by Audio Pro- 
ductions, Inc. Made primarily for dealer train- 
ing, this swift-moving commercial is being 
shown to service station groups throughout the 
country. 


NATIONAL WoMaAnN’s CuristTIAN TEMPERANCE 
Union has issued Pay-Off, a 2- 
in the interest of aleohol education. Social and 


reel production 


economic studies taken from the case records 
of Family Welfare Bureaus offer a powerful 
argument for temperance and a fitting sequel 
to The Beneficent Reprobate, the organiza- 
tion’s previous film. Produced by the Jam 
Handy Organization, Pay-Off will also be na- 
tionally distributed by the Motion Picture 
Bureau of the Y.M.C.A. 


Dairy CounciL oF BALTIMORE has a new film 
Life Is What We Make It which was produced 
by Stark Films of Baltimore. 
interesting and well-produced short subject 


An extremely 


which is also being sponsored by other dairy 
groups nationally, this film is the second of a 
series. The first, Admirals In the 
now being used in 55 centers throughout the 


Making is 


country. No trade names are used and excellent 
distribution attained through theatres. 





Scene from “The Pay-Off.” 
recent W.C.T.U. film. 











*SOCONY - VACUUM & 
NEW YORK MUSEUM OF 
SCIENCE & INDUSTRY 


Selected 
AUTOMOTION CONTINUOUS 
PROJECTORS 


for “Action” ‘at Radio City Exhibits 
*See pages 8 and 30 of this issue 











AUTOMOTION Continuous 16mm. motion picture 
projectors were designed and built for long, heavy 
duty, continuous projection, and have been success- 
fully used for 14 years throughout the world. 
AUTOMOTION should not be confused or com- 
pared with home projectors with gadget attach- 
ments. 
Write for “Action in Advertising” 


ADVERTISING PROJECTORS, INC. 


10 West 33rd St. New York, N. Y. 








41 


CoV -arete) 
MEDICAL: INDUSTRIAL 

















* Taking up about as much room as a large 
typewriter on the executive’s desk, the Argus 
Microfilm Reader, a new product of Interna- 
tional Research Corporation, literally puts the 
world’s sources of vital information at arm’s 
reach. To-day’s executives can order on micro- 
film (35mm. perforated film) the facts, charts, 
and illustrations, they need as the basis for new 


plans. The world’s great libraries and special- 


The Argus Mi 
crofilm Reader 
opens a vast 
new field of use 
for the film me 
dium in bust 
ness by con 
densing rec 
ords, charts 
documents and 
thus soli ing 
storage prob 
lems for many. 





ized sources of information furnish microfilm 
reproductions from their books and journals for 
as little as a cent a page. A page is reduced toa 
single frame or less— the Argus magnifies 
them back to original size on its reading screen. 

This versatile machine also projects 35mm. 

and 16mm. film on walls or screens, and a 
printer frame attachment will soon be available 
for $5.00 to make enlargement paper prints at 
negligible costs. Without darkening the office, 
the business man may study his microfilms, or 
view his sales films in perfect comfort — and at 
whatever time he chooses. This technique saves 
valuable time; increasingly supplants costlier 
and less accurate research methods; and daily 
finds new uses in stepping up the efficiency of 
modern business routine. 
* The new Junior Ilustravox is a high quality, 
sturdily constructed sound-slide film machine 
especially designed for individual selling pres 
entations or for small groups. The projector 
drops into correct operating position when the 
front door is opened. A portable desk screen is 
self-contained and can be set up instantly on 
desk or table. 

Because of its small size and portsbility, 
salesmen will use the New Junior more consist 
ently — more effectively — in delivering your 
sales story to dealers, salesmen and prospects 
It is equipped with the Model “Q” 100 watt 
projector. An excellent picture is projected on 
the small screen — or a large six foot picture 
can be projected on a separate screen. Sound 
emanates from both sides of case so that ré 


PMENT 


ception is clear and distinct to audience seated 
on either side of machine. The new Junior is 
small, compact and easily carried. It will play 
12” or 16” records and accommodates a num- 
ber of 12” recordings. However, if 16” records 
are carried, a separate record compartment or 
envelope may be attached to the side of the 
case at small additional charge. Literature may 
also be carried in this compartment. 

* The S.V.E. Patented Automatic Filmslide 
Take-Up can be easily attached to various 
models of S.V.E. Picturol Projectors. No longer 
is it necessary to let filmslides fall to the floor, 
where they gather dust and may become tan- 
gled. Hand-rewinding of film, with its inevita- 
ble finger-marking, is also eliminated. 

The S.V.E. Take-Up device automatically 

rewinds the film as fast as it is shown. It places 
it in its storage can — ready for the next show- 
ing. 
* It was learned recently that Bell & Howell 
Company, pioneer manufacturer of motion pic- 
ture equipment, has been expanding sales rep- 
resentation on the Exakta line of still cameras 
made by Ihagee Kamerawerk, Dresden. 


The projection booth of the Standard Oil Company's con- 


ference room-theatre in Chicago showing vari- 
ous types of equipment used in 
such an arrangement. 
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The ever-popular Filmosound projectors made 
by Bell & Howell (a typical sound model is 
shown above) list several important improve- 
ments this season for the industrial user. 


Questioned regarding this epochal activity in 
the still camera field, a Bell & Howell official 
stated that the company had been experiment- 
ing for some time in the supplemental use of 
“stills” with motion pictures for both personal 
and educational purposes. 

It was pointed out that whereas the funda- 
mental characteristic of motion pictures is ac- 
tion, fine scenic “stills” in either black-and- 
white or natural color could be taken “on loca- 
tion” and projected as supplements to the mo- 
tion picture action. In educational work, for 
example, movie projection could be stopped at 








Photo courtesy of DeVry Corporation) 









































Memo 


Editorial plans complete 

for "Managing Salesmen in 

1939", with sections on: 
Hiring Salesmen 
Training Salesmen 
Paying Salesmen 
Equipping Salesmen 
Controlling Salesmen 
Stimulating Salesmen 


Figure on 120 pages or 
more with color runs. 
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Memo 8-4-'38 


Reserve at least 25 pages 
in Oct. 10 dummy for an- 
nual review of best indus- 
trial films of the year. 
Both slides and movies to 
be includea@ as usual. 

Note continuously broaden- 
ing uses to which films 
are being put in American 
business. Get examples of 


pictures of all types, so 
far as possible. 
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8-9-'38 


Philadelphia editor has 
delivered De Long Hook & 
Eye story about Charles 
Wiers'’ most successful 
sales bulletins for whole- 
saler's and retailer's 
salesmen. Reports company 
making all-time high in 
sales volume this year. 


* 


See if we can clear that 
survey on branch managers' 
compensation plans for the 
October 10 closing date. 



















October 10th issue has to 
be good. July cross-sec- 
tion subscriber check 
Shows it to be most popular 
Single feature appearing 
during year in Sales Man- 
agement's complete editor- 
ial program! 


Order photos on best new 
sales tools—kits, port- 
folios, visual presenta- 
tions, etc.,—we've found 
this year. 

















Subscribers are so keen 
about Pictographs—why not 
arrange about five of them 
for Oct. 10? Send note to 
advertising dept. that 
five swell preferred posi- 
tions will be available 
opposite these. 


Check up on that idea for 
"salesmanship test" we 
discussed at staff meeting 








two weeks ago. 












Memo 


To Associate Editor Wright: 
You're to see that at 
least half a dozen bang-up 
stories on the best sales 
contests of the year are 
ready not later than Sep- 
tember 10—for "Managing 
Salesmen in 1939", of 
course. 


* * * * 
Reserve space in dummy for 
six new advertisers who 
have already ordered space 
—list on Reed's desk. 
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"Are 
“a 
Memo 8-3-'38 Pe 
is 
Two more good articles ay 
cleared for 10-10—one on Wd 
missionary salesmen, one ny 
on junior salesmen. RS! 
7% 
Query: Has the Armstrong r 


Cork Company delivered 
Special pictures to be 
used to illustrate the ex- . 
cellent article on their 
sales training system? 











8-8-'38 









Sent to printer: excellent 
article by Rados, "The 
ABC's of Successful Sales 
Training". All done with 
charts—arrange for color 
run on these. 

* * * * 
Clean up survey on com- 
pany policies in 50 firms 
on salesmen's pensions, 
vacations, sick-leave, 
group insurance, etc., etc. 















8-10-'38 iy 


Memo 8-11-'38 
Sent to printer: story 
from San Francisco editor ’ 
on those amazingly suc- om 
cessful Tide Water Asso- ‘3 
ciated Oil "road show" 
conventions. 


Also re. conventions: get 
advance galleys on the 
"Check List for Conven- 
tion Planning" for pro- 
motion department. 








. This is a behind-the-scenes glimpse of the wheels going ’round in preparation of the annual “Managing Salesmen” 
issue of Sales Management magazine. This, of course, is the issue devoted entirely to man-power problems in selling. 
Due off the press October 10. You can obtain a copy by subscribing to Sales Management now — 26 issues, $4. Single 
copies of Oct. 10 — $1. Scrawl a note on your letterhead today, to: SALES MANAGEMENT, Inc., 420 Lexington 


Avenue, New York City. 
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a certain point while a still or series of stills 
were shown, permitting elaboration on some 
special scenic point by the educator. 

* The Ampro Corporation of Chicago, manu 
facturers of 16mm. motion picture projectors, 
have extended their line with the advent of 
their NEW 16mm. “Ampro-Are” Sound-on- 
Ampro’s new 16mm. Are projector is now avail 
able for industrial or school use requiring the 


larger auditoriums for picture perjormances. 





NEW EQUIPMENT...2 


Film Projector which has FIVE times the bril- 
liance of the ordinary 750 watt projector. 

The new projector with its ease of operation, 
its ruggedness and quality manufacture, opens 
a new epoch for 16mm. projection with its 
Superior Screen Brilliance and Powerful Natu- 
ral Tone Quality Volume so necessary for the 
largest of auditoriums. 


* The Berndt-Maurer Corporation has felt for 
a long time that the business and educational 
sound film could never come into wide and suc- 
cessful use unless costs of promotion were ma- 
terially reduced. To this end they have de- 
veloped, since 1933, a complete line of 16mm. 
“High-Fidelity” direct Sound-on-Film record- 
ing equipment, which they sell outright to the 
purchaser to use as he sees fit, and with a two 
year operating guarantee regardless of the foot- 
age of film produced with the machines. 
Berndt-Maurer has also established the Pre- 
cision Film Laboratories, a B-M division set up 
to guarantee quality results in the 16mm. me- 
dium. While B-M also manufactures 35mm. 
equipment and Precision Laboratories is com- 
pletely set up to handle 35mm. work as well as 
l6mm., the entire organization of manufactur- 
ing plant and film laboratory are specialists in 








When “stil” subjects are useful, the 
Exakta “candid camera” is an asset. 


16mm. “High-Fidelity” Sound-on-Film. 

The B-M 16mm. equipment includes cameras, 
recorders, amplification equipment and film- 
laboratory equipment, designed to produce 
professional results directly on 16mm. Sound- 
film, but equipped for operation by non-pro- 
fessionals if necessary. (The sales manager of a 
large New England concern, with the help of 
two of his regular salesmen and a professional 
editing service in New York, produces adver- 
tising and sales films for his company, in full 
natural color, with sound, which are remark- 
able in their quality and scope. B-M 16mm. 
equipment is used throughout. While this New 
England concern had been interested in the 
film medium for many years, the expense had 
been prohibitive until B-M direct 16mm. sound 
equipment was available.) 











IMPRESSIONS 


preparation. 


are tmportant 





F inst impressions are certainly important in every day life, but 
where electrotypes are concerned last impressions spell the difference 
between good and bad. Nobody wants to divide his job into A and B 
classes because of electrotypes going flat and losing their punch early 
in the run; yet that’s just the chance you take with ordinary electro 


Nu-Era electrotypes capture and hold the finest detail through long 
runs and their last impressions are like the first — good ones. 


Assure yourself of saving in the long run by taking advantage of 
Nu-Era’s complete service. We are fully equipped to furnish you art 
work, photographs, engravings, electrotypes, and stereotypes. 


NU-ERA PHOTO ENGRAVERS, INC. 


CHICAGO PLANT: 637 SOUTH DEARBORN STREET » TELEPHONES: WABASH 4796-7-8 
KANSAS CITY PLANT: 304 WEST 10th STREET © TELEPHONE: VICTOR 1873 
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SUPERMAN 





gence IQ were given to a cross section of a 
theatrical audience and a commercial audience, 
the latter would rate so far above the theatrical 
a comparison could hardly be drawn.) The 
same audience that sees a Commercial Picture 
compares it immediately with a theatrical pro- 
duction seen some time before and is quick to 
lose interest if the Commercial picture is in any 
way under the quality of theatrical films 

If you take the “Boy Meets Girl” element 
away from theatrical entertainment films you 
will find left a prologue of title and an interest- 
ing fadeout . . . and very little to tie the intro- 
duction and end together. 

All this is not meant to be critical of the 
creators of those amazing, stupendous and 
colossal Hollywood dramas but is intended to 
draw attention to the sharp differences between 
commercial screen writing and theatrical writ- 
ing. In most cases Hollywood theatrical writ- 
ers are given free access to Old Man Dollar Bill 
as long as something can be produced that can 
burn a patron’s celluloid collar to cinders. 
But Commercial Screen Writers burn the mid- 
night oil figuring out how to squeeze the client’s 
appropriation dollar until the eagle screams! 
A boy may meet a girl in the commercial pic- 
ture but if he does, you can bet your tin-type 
one is selling something to the other or is in the 
process of selling the sponsor’s product to some- 
one else. 

A Commercial Writer has an enormous job 
when compared to theatrical motion picture 
writers. If you recall the screen credits given 
in many theatrical films you will remember 
that listed were: 

The original author of the story. 

The adapter of the author’s story for the 
screen. 

The continuity and the dialogue writers. 

It is particularly significant that the Com- 
mercial Screen Writer has to not only act as 
each of the four mentioned but in a number of 
instances works on the shooting set to aid in the 
direction of the picture. This is interesting be- 
cause a writer in Hollywood takes his life in his 
own hands when he even gets close to a set. The 
director usually experiments with the script to 
a point where it is hardly recognizable by the 
writer. The Commercial Screen Writer makes 
sure that every word and action is made exactly 
as the client okayed it. The director on a com- 
mercial set interprets the writing but doesn’t 
dare change it. 

Before we go much further let’s define a 
“staff’— Creative or otherwise. Webster tells 
us that a “staff” represents a body of assistants 
serving to carry into effect the plans of a 
superintendent or manager. Let’s change the 
words “superintendent or manager” to client 
and we find we have a situation that is vitally 
important to any business contemplating the 


continued from page 29 


addition of Sound Pictures to an advertising 
campaign. The point cannot be too strongly 
made that one man is not a writing staff. He is 
either good in one branch or the other. Pioneer 
Producers assembled over the years staffs with 
Specialists in every line of industry. New men 
are added to growing staffs and the older mem- 
bers grow to be a part of the industry. 

Big business annually spends billions for the 
best brains it can hire. Specialized Brains! To 
accomplish their objectives, then, producers 
have to secure the equivalent in their staffs or 
a better quality of specialized brains for every 
industry they serve. 

Frequently when an executive decides that a 
Sound Picture is indicated in one of his training 
or marketing programs he will simply call for 
“bids” among a random group of “producers” 
and automatically select the lowest bid! Indeed 
it is known that one great manufacturer for a 
long time insisted on buying Sound Slide Films 
through his Purchasing Department! 

This frequent lack of analysis has cost a 
number of otherwise cautious executives many 
thousands of dollars; dollars that could have 
been saved by a thorough understanding of the 
medium and by insistence on the criterion of 
Specialization when selecting a Producer. It is 
literally true that only a Specialist can produce 
good Sound Pictures; only a Specialist with 
broad experience and tremendous resources, 
both physical and financial, can possibly hope 
to fulfill all the obligations of creating in this 
complicated new medium. 

Time was when anyone with a camera, a 
typewriter and plenty of brass felt qualified to 
be a Sound Picture Producer. The phenomenal 
success of long established pioneers raised a 
veritable swarm of these pseudo “producers.” 

In past years too many hundreds of such fly- 
by-night enterprises were born, fluttered about 

(Continued on the next page) 








20 of the 43 
COOPERATING SPONSORS 
reaching 
CONSUMER AUDIENCES 
with their motion pictures 


through our 


GUARANTEED 
CIRCULATION 


The American Brass Company 
Armour & Company 

Bakelite Corporation 

Crane Company 

E. I. du Pont de Nemours & Company 
General Foods Corporation 

General Motors Corporation 

Great A & P Tea Company 
Greyhound Lines 

Johns-Manville 

The Kolynos Company 

Metropolitan Life Insurance Company 
National Lead Company 

The Pennzoil Company 

Standard Oil Company of N. J. 

United States Rubber Products Co.., Inc. 
United States Steel Corporation 
Western Electric Company 
Weyerhaeuser Sales Company 
Wilson Sporting Goods Co. 


WRITE FOR FOLDER DESCRIBING 
OUR COOPERATIVE SERVICE 


MOTION PICTURE BUREAU 
National Council of the YMCA’s 
347 Madison Ave., New York, N. Y. 
19 So. LaSalle St., Chicago, Illinois 








WHAT ABOUT THE RAILROADS? 
Read about their extensive use of 
film promotion in the forth-com- 


ing Issue Four of Business Screen 








on microfilm available in no 
other way. Put this new modern 
tool to work for you now. 


INTERNATIONAL 





The hest way to read Microtilus 


Use the compact ARGUS MICROFILM READER to reat 
view and edit your sales films in the comfort of 
your office. The quickest and most economical 
way for Sales and Advertising Managers to feed 
their branches with illustrated copy. Brings to your 
desk the libraries of the world. For a few pen- 
nies you can order information, statistics and facts 


Write us; tell us your problems; 
and we'll tell you how to make 
this $75 investment pay dividends. 


argus MICROFILM READER 


RESEARCH 







CORP., ANN ARBOR, MICH. 
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EXHIBITS... from page 33 


He then shows them a film picturing the mak- 
ing of a stainless steel streamlined car. The last 
stage of the demonstration-talk concerns stain- 
less steel in construction, and after the lecturer 
has explained the place of this material in 
modern building, pointing out its use in such 
immense construction projects as the Empire 
State Building and the Rockefeller Center 
group, he turns on a film showing a roof being 
covered with Ludlite. 

The listening group is then guided into the 
little theatre, where a sound motion picture in 
color — the first 16mm. sound and color film 
ever made — takes them into the plant and 
shows them just how stainless steel is made. 


Of outstanding value to the Museum from 
the exhibition standpoint is the use made of 
motion pictures at our front door. The main 
entrance into the Museum is from the lobby 
of the RCA Building, directly inside the Sixth 
Avenue door. Inside this entrance we have a 
number of spectacular operating exhibits de- 
signed to catch the attention of people passing 
by. Some of them, of proven attention-arresting 
value, are more or less permanent fixtures on 
this front-door screen. In the place of others, 
we have been experimenting with different 
types of features and with varying success. 
Some drew more people; some less. 

One day we put in a motion picture called 
Saving Seconds, designed in the interest of 
automobile safety on the highways. Running 
continuously, it had not been showing half an 
hour before the operating department of the 
building called up to ask if it could not be 
turned off as the lobby was so crowded with 
people watching the film that it was difficult to 
pass through. Eventually, a schedule was ar- 
ranged whereby the picture was shown for 
three minutes and then turned off for three 
minutes to disperse the crowd. 

The reason for this film’s pulling power was 
simple; it dealt with automobiles, a subject of 
unfailing interest to almost everybody in the 
world, and it dealt with them in spectacular 
terms of hairbreadth escapes from accident. 


* Saving Seconds, in its three short minutes, 
combined all three of what we here at the 
Museum look for as the prime essentials of the 
motion pictures we show, namely, subject mat- 
ter of interest to the average person; simplicity 
in interpreting that subject matter; and inge- 
nuity in presenting it. 

With an infinite variety of tools at its com- 
mand — its color film, its animated diagrams 
and cartoons, its trick photography, its angle 
shots — the modern industrial motion picture 
can put on as dramatic and exciting a show as 
anything to be seen on the screen today. And to 
producers of this type of picture, the field of 
modern exhibit presentation offers possibilities 
that have as vet scarcely been touched. 





Camera fye 


* Mr. Frank Arlinghaus, President of Modern 
Talking Picture Service, Inc. of New York, 
has appointed Kimball, Hubbard & Powel, Inc., 
New York, to handle his advertising and pro- 
motion. 


® The feature of Bonwit Teller’s “Fall Tonic 
Session” which was presented to the public 
at the Hotel Plaza September 19 through Sep- 
tember 23, was the motion picture, Ugly Duck- 
ling Into Swan. Jointly sponsored by Bonwit 
Teller and Mademoiselle magazine, the picture 
was produced by Willard Pictures, New York, 
and records the transformation of an awkward 
girl into a glamorous beauty through the efforts 
of Bonwit Teller’s experts. 


* Wilding Picture Productions, Inc. have an- 
nounced the opening of a new San Francisco 
office under the direction of Richard M. Budd, 
vice-president in charge of Western sales. This 
marks the second Wilding office on the West 
Coast and joins the New York, Cleveland, De- 
troit, Chicago and Hollywood divisions in pre- 
senting Wilding facilities and services from 
Coast to Coast. 


* West Coast Sound Studios, Inc., producers of 
commercial talking pictures, have completed 
production on five dealer-education talking 
pictures in series, dealing with Eveready Pres- 
tone anti-freeze. The program will be shown 
to the personnel of practically every auto- 
motive service station in the United States 
and Canada in the next three months. 


* Norman B. Terry, who has been handling the 
exploitation of the sales training sound motion 
picture, Selling America, in St. Louis, has 
been transferred to the editorial staff of the 
Jam Handy Organization, according to Jamison 
Handy, president. 


* W. Halsey Johnson, Jr., has been named ex- 
ploitation supervisor in New York city for the 
sales training sound motion picture, Selling 
America, Jamison Handy, president of the 


Jam Handy Organization, announced today. 
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SUPERMAN... from page 45. 


for a short time and flickered out to be forgot- 
ten in a fortnight. 

“Producers” with checkered suits, long black 
cigars and addresses, that if checked would lead 
to a hotel, told uninformed business men that 
they could produce a picture with Hollywood's 
best cameraman, could have the scenario writ- 
ten by the same guy who wrote three of Mar- 
lene Garbo’s best hits and “could do it at a 
price that would amaze the client!” 

These pictures did amaze the clients! In fact 
they amazed clients to such an extent that it 
sometimes took a legitimate concern months to 
correct the bad job done by the “free-lancer” 
who delivered a couple of thousand of feet of 
film in a tincan. What had happened? 

First: These so-called “producers” didn’t 
have the merchandising experience and back- 
ground to analyze the client’s problems. The 
client was sold on showmanship; the “pro- 
ducer” had only that to fall back on and due to 
the lack of a legitimate budget didn’t even have 
the time to get the customer’s viewpoint. 

Second: When the cost of the picture ran up 
to a point where it interfered with the profit of 
the “fly-by-night”, production ceased — the 
client got what was left. 

Third: The client had been convinced on 
false “ample distribution” for his film. 

There is ample distribution for the right type 
of Sound Picture. But it is planned distribution 
and the picture is written, directed and released 
with that fully in mind by legitimate Pro- 
ducers. However, the fly-in-the-ointment pro- 
ducer used legitimate lists and sources of dis- 
tribution to advance his dastardly deed. He 
produced educational films that were so filled 
with client advertising that no sensible school 
group would distribute them. He produced 
Hollywood entertainment films to act as a Sales 
Promotion and Sales Training wedge for sales- 
men. He spoke about theatrical distribution 
with the help of a neighborhood movie man- 
ager. The poor client was intrigued by a maze 
of figures on distribution assembled on accept- 
able pictures made by legitimate producers . . . 
and usually was stung! 

Fourth: He spoke of “ample facilities.” He 
told the client how easily he could rent every- 
thing from directors’ chairs to gawd-forsaken 
attics. But he didn’t tell the client that per- 
manent merchandising-creative staffs and other 
extensive permanent facilities were maintained 
by dependable pioneer producers. 

Any one of these things could have been 
solved quickly and honestly by what is popu- 
larly termed ““The Commercial Scenario 
Writer” and the Producer anxious to call his 
client a “repeat customer.” 

Don’t let the forest hide the trees. Ask the 
Producer not only how many “Watts” it takes 
to light a set but how many “Whats” his mer- 
chandising-creative staff have in their minds! 
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THE AMPRO CONTINUOUS 
SOUND PROJECTOR 


Dear ur 


Your Assurance of Satisfaction 


Performance speaks more convincingly than mere words. These two letters 
from Century of Progress exhibitors tell volumes. The gruelling test of con- 
tinuous projection, hour after hour, day after day, week after week, for almost 
seven months — was passed with flying colors by Ampro Continuous Units. 

Certainly, if you are considering continuous movies, either silent or sound, 
for use in 1939 at the World's Fair in New York or San Francisco, or if you are 
contemplating using this powerful sales medium for any display or exhibit 
purposes — you should get the complete story of Ampro Continuous Pro- 
jectors. We shall be pleased to send you the list of large industrial concerns 
who are now using Ampro Continuous Units, and who can tell you specifi- 


cally how their machines have passed the acid test of actual operation in the 
field. 





A Complete Line of Continuous Models 


Large a Type 

' Ampro ontinuous 

The Ampro Continuous line includes both silent and sound-on-film models hay a 
housed in light portable suit-case, or installed in attractive display cabinets 
to meet your requirements. For detailed specifications, illustrations, and 


Small Cabinet Type 
price list, fill out and mail the coupon below: 


Ampro Continuous 
Silent Projector 


AMPRO CORPORATION, 2839 N. Western Ave., Chicago, Ill. 
Please send me the new 1938 Ampro catalog, I am particularly interested in 
Ampro 16 mm. Continuous Projectors Silent or Sound 


Ampro 16 mm. Silent Projectors 


PRECISION CINE EQUIPMENT Ampro 16 mm. Sound Projectors 


Ampro 16 mm. Silent Models that can be converted into sound 
Ampro Corporation, 2839 N. Western Avenue, Chicago, Illinois ee 


Address 











12.000000 PEOPLE, 











Twelve million people were entertained and sold. The advertis- 
ing was so deftly blended with entertainment values that the 
powerful selling content became as easy to take as Alka-Seltzer 
itself. Often the audience reaction was reflected in spontaneous 


applause. 


Sales of any mass appeal product, sold nationally or sectionally, 
can be stepped up to a high degree with screen advertising, . . : 


and at surprisingly low cost per person reached. 





The J ZA M H A N D Y Organization 


Slidefilms +« Talking Pictures - Sales Conventions « Playlets 
New York, 230 Park Avenue, MUrray Hill9-5290 Detroit, 2900 East Grand Boulevard, MAdison 2450 
Chicago, 35 East Wacker Drive, STAte 6758 Hollywood, 7046 Hollywood Boulevard, HEmpstead 5809 





